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‘Low standards’ 


of students’ work 


Sin,—May I add a few further 
comments to those made by you 
on Professor Robin Darwin's 
speech (Comment, ADVERTISER'S 
WeekLy, November 18) to the 
Women’s Advertising Club of 
London? 

Apart from the fact that this 
singularly ill-informed gentleman 
has chosen to attack possibly the 
most generous patron that the 
arts have ever had, he has 
intrepidly scorned unpleasant 
situations existing on his own 
side of the fence. Only those 
capable of the most wanton self- 
deception could possibly say that 
“students even go into advertising 
agencies but do not stand it for 
long.” The cold unpleasant 
truth, is that the agencies will not 


NEXT WEEK 
The “Junior Weekly” 
seasonal 
fun and games in 
our traditional 


CHRISTMAS 
NUMBER 


stand the low standard of student 
work. 

It has been my misfortune to 
see, in the capacity of art director 
many of the products of art 
schools generally, I am sure 
that the professor would assume 
a more sombre mien if his were 
the task of telling these unfortu- 
nate children, bewildered by a 
business they do not begin to 
understand, that their ability as 
artists or designers is practically 
non-existent. This, despite four 
years at art school and the 
plaudits of their professors written 
in glowing, platitudinous testi- 
monials, 

Prefessor Darwin would feel 
even more wretched when meet- 


To The Editor .. 


ing these same unfortunates in 
their later years, trying to work 
out where they went wrong. 

They went wrong when they 
absorbed the teachings of men 
and women with little or no 
practical knowledge of com- 
mercial life. 

It is, perhaps, a sobering 
thought to remember that it is 
really we artists, designers, 
teachers and students who set 
the standard of art and design 
in advertising. A bad design or 
illustration is more often the pro- 
duct of a bad craftsman than a 
despotic client. 

Wms. G. Norways 
New Barnet, 
Herts. 


Pigeon-holed 
publicity 

Sm, -—- In ADVERTISER'S 
Week.y, July 8, there was an 
announcement that Miss Vera 
Thorne had won the “Advertising 
London” competition, organised 
by the Publicity Club of London. 
On September 23 it was reported 
that Sir Noel Bowater, then Lord 
Mayor, had said that the city had 
perhaps been too modest about 
publicising itself in the past, and 
that he hoped that it would be 
possible to benefit from some of 
the recommendations made by 
Miss Thorne. 

Since then there has been a 
change of Lord Mayors and we 
have heard nothing further. Per- 
haps whoever is now responsible 
for the plan would give some 
public assurance that it has not 
been pigeon-holed and forgotten. 

Joun CRISFORD. 
Buckhurst Hill, Essex. 


Pull of the sea’ 


Sin, — 1 challenge “Copy- 
taster’s” view (ADVERTISER'S 
WeeEKLY, November 25) that the 
place for the seal of the Good 
Housekeeping Institute is on the 
packet and not in the advertise- 
ment. My wife recently listed 
from a number of glossy maga- 
zines the names of firms to 
whom she was going to write for 
samples of carpeting. 

In every case she chose firms 
whose advertisements carried the 
Good Housekeeping _ Institute 
seal though there were a 
number of equally attractive 
looking advertisements which did 
not carry the seal. She said a 
number of her friends adopted 
the same practice. 


Bromley, Kent. M. LAWRENCE. 


History in the 
balance 


Sir,—The question of date and 
time would determine if Edward 
Foote — Apvertiser’s WEPKLY, 
December 2—treally made Eng- 
lish commercial TV history at the 
British Trade Fair, Baghdad. 

Through the same station and 
also through the kind co-opera- 
tion of C. R. Thompson of Pye 
Limited, Hoover Ltd. ran two 
programmes at Baghdad. The 
first on October 29 for ten 
minutes, and the second on 
November 3 for 15 minutes. 

P. A. D. Duffell, regiona! man- 
ager for the Hoover Middle East 
division, was responsible for the 
script. It's good to hear that 
manufacturers readily accepted 
the opportunity provided by Pye 
Ltd., and were abie so quickly 
to prepare both shooting script 
and commentary. 

W. M. Trisute. 
Export Advertising Manager, 
Hoover Ltd. 


Problem in curves 


Sirn,—I wonder why the makers 
of some advertising films have 
not realised that in this modern 
age “flat” films are often shown 
on curved screens. Any written 
message appearing near the top 
or bottom of the screen is conse- 
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ony either distorted or quite 
illegible. 

Some cinemagoers find this 
quaintly amusing, but I doubt 
whether the advertised product 
made ridiculous in this way is 
held in very high esteem by most 
of the cinema-going public. 

T. L. BUuLLock. 
Greystone Gardens, 
Kenton, Middlesex. 


Selling his ‘sole’ 
Sir—In my time I have met many 
forms of “salesmanship” from shop 
assistants—but an incident the other 
an | really amused me. 
went into a rather high-class 
shoe establishment and bought a 
rather expensive pair. When I had 
made my purchase the suave assis- 
tant commented: “I am glad to see 
you buy the best in footwear—if 


nothing else.” 
Barry Epwarps, 
East Finchley. 


Association attacks ‘advertising 
and multiplicity of brands’ 


Sir,-—l recently saw a circular 
letter issued by the council of 
the National Association of Out- 
fitters, and sent out to leading 
manufacturers of branded goods. 
In general, this letter bemoaned 
the hard lot of the retailer in 
these days of climbing overheads, 
no doubt with great justification :; 
and was in effect a piea for a 
larger profit margin where retail 
prices were fixed by the manufac- 
turers. 

But the paragraph which raised 
the hackles on the back of this 
member of the advertising pro- 
fession, trade, or what-have-you 
ran as follows: 


“It is often said that because 
of intensive backing by con- 
sumer advertising, a branded 
line creates a demand for itseif 
and therefore costs less to sell. 
This is a false assumption [sic]. 


Consumer advertising never 
creates a demand which cannot 
be equally well satisfied by 
some other line and the multi- 
plicity of brands now present 
in any one line of merchandise 
effectively cancels out the 
degree of acceptability of any 
particular one, and yet the 
retailer is expected to be satis- 
fied with a lower mark-up, 
Furthermore, nationally adver- 
tised goods are often supplied 
to the largest possible number 
of outlets so that no individual 
retailer gains any advantage of 
what local potential there is.” 
Can any of the more articulate 
members of the advertising world 
supply an answer to this propa- 
ganda, and point out the obvious 
illogicalities in such statements ” 
A. E. Dopson. 

Director, 


Heslock Ltd., Leeds. 


We are now using this method to produce 
FINE QUALITY SILK SCREEN PRINTING 


A, Shankland Ltd. 


GRAFTON WORKS, LONDON,N.W.S. GUL 5595-6-7 
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Wherever you go in 


Britain you'll find women reading 


Womans own 


AUDITED NET SALE (JAN-JUNE 1954) 


Stuart Mander, Advertisement Director, George Newnes Limited, Tower House, Southampton Street, Strand, London, W.C.2. Temple Bar 4363 (40 \ines) 
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WOMANS ILLUSTRATED 


CHRISTIAN DIOR, the world’s greatest 
fashion expert — here seen in conference with 
the Fashion Editress — writes exclusively for 
WOMAN’S ILLUSTRATED every week. 


BOOK NOW FOR 1955 


Unchallenged for value in its field 
at 11/7d. per large gravure page 
per thousand, space in WOMAN’S 
ILLUSTRATED is in ever-growing 
demand. Now is the time to make 
sure of your bookings for 1955. 
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illustrious names like these to 
guarantee authoritative and up- 
to-the-minute fashion guidance, 
WOMAN’S ILLUSTRATED 
continues to win more and more 
keenly interested readers every 
week. Lively in outlook and 
make-up —practical and under- 
standing in its approach to every 
aspect of a woman’s world — 
WOMAN’S ILLUSTRATED 
is the first fashion weekly with 
younger, smarter women every- 
where. With its proved, im- 
pressive pulling power, this 
sparkling weekly is an advertising 
‘must’ for any fashion product. 


CERTIFIED 
NET SALES 


January - June 1954 


917,816 


An A.P. Publication - 44d. Weekly 
Page Rate £300 


A. W. BURNETT, Advertisement Director, THE AMALGAMATED PRESS LTD. THE FLERTWAY HOUSE, LONDON, E.C.4 
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Verve and Pace! 
Plus a flair for 
selling to women! 


SEPTEMBER 1 
IS ITA’S 
FORECAST 


Independent Television 
Pm have stated that their 
London station will be in action 
on September 1. The Holme 
Moss and Kirk o’Shotts stations 
will follow with transmissions in 
December. 

“But,” an ITA technical spokes- 
man told ADVERTISER'S WEEKLY 
on Tuesday, “we will not go off 
at ‘half-cock.’ The existing prob- 
lems are well known and will be 
dealt with.” 

Asked whether the ITA were 
aware of the fears expressed re- 
cently by agency TV executives 
that insufficient equipment for 
radio and land links between 
London, Birmingham and Man- 
chester was available, he said, 
“We shall have sufficient lines to 
start with, although possibl 
will not be able to do al 
‘permutations’ desirable at 
beginning.” 


Further requirements 


He said that the ITA were at 
that moment writing to the Post 
Office giving full details of their 
further link requirements. These 
would be either micro-wave or 
radio. 

In charge of further of the 
ITA’s technical development will 
be P. A. T. Bevan, who has been 
appointed chief engineer. 

Discussions have taken place 
between representatives of 13 
associations connected with the 
entertainments industry and Sir 
Kenneth Clark, chairman, and 
Sir Robert Fraser, director 
general, of the ITA. 

No statement was issued after 
the meeting, but Sir Robert said 
that there had been a general 
discussion. 


the 
the 


Contracts signed 


‘after Christmas’ 


The ITA announced yesterday 
that they had sent out draft con- 
tracts to the four programme 
contractors. They are not ex- 
pected to be signed before 
Christmas. 


rebates. 


The Mirror - Pictorial 
Group is planning a new 


Cecil H. King, chairman of 
“Daily Mirror” and 


‘Mirror’ group planning new Sunday 
paper for women in 


“Sunday Pictorial,” said: “We 
are contemplating the produc- 
tion of a new publication for 
women. It is not possible at 
this stage to release further 
details, but we have in mind 


Sunday Mirror” together with 
a dummy indicating special 
advertisement positions. 


Government 
ads proposal 


reject tax on 
in Commons 


“It may help prices to be brought down if production and 
sales are stimulated,” Henry Brooke, Financial Secretary to 


the Treasury, said in the Commons on Tuesday. 


answering questions on the 


He was 
charging of advertising against 


income tax and the distribution of soap coupons. 


Asked to what extent regula- 
tions provided that bonus 
schemes or free gifts offered by 
soap manufacturers should be 
treated as legitimate trading 
expenses, Mr. Brooke said that 
money spent in this way was 
admissible as a deduction in 
computing trading profits for 
income tax purposes if, not being 
of a capital nature, it was wholly 
and exclusively incurred for the 
purpose of the trade. 
‘Fat pigeons’ 


Lt.-Col. Marcus Lipton (Social- 
ist) asked if Mr. Brooke was 
aware that £230 million per year 
was being spent on advertising 
and that halt that “vast expendi- 
ture” was in effect paid by the 
Exchequer in the form of tax 


“When will he set the Treasury 

cat among the fat advertising 

s, some of whom are rest- 

ing snugly in the ranks of the 

Tory Party?” Lt-Col. Lipton 
asked 


Mr. Brooke replied that he did 
not know about the Treasury cat, 
but Lt-Col. Lipton would 
remember that in 1947 Sir Staf- 
ford Cripps proposed certain 
changes in the law relating to 
advertising expenditure but, on 
reconsideration, they were with- 
drawn. 


J. R. H. Hutchison (Conserva- 
tive) asked if he would agree that 
properly conducted advertising 
was one of the essential ingre- 
dients of success in business, 


There was no reply. 


ADVERTISER'S WEEKLY un- 
derstands that the plans are 
for a — size paper 
selling a 

pe Fo date is a 
to be January 30 and there 
will be a guaranteed circu- 
lation of one million. Make- 
up will be magazine type 
and very little news will be 
carried, There will be seven 


10) in. by 3 columns, £270. 


New Notley account 


Cecil D. Notley Advertising 
Ltd. have been appointed adver- 
tising agents for Het Nederlands 
Zuivelbureau (Dutch Dairy 
Bureau) with effect from January 
1. They will handle the advertis- 
ing of Dutch butter and cheese 
in this country. 


REGO TO MOVE 


J. Walter Thompson Co. Ltd., 
have relinquished the advertising 
account of the Rego Clothiers 
Ltd., which they have held since 
1938. 


modern woman 


WELL OVER 200,000 
NET SALES TO WOMEN 
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YARDLEY 


William CC. Thielé, advertising 
manager of Yardley Lid., believes 
that this is the first \6-sheet poster 
with an all-over half-tone design to 
be reproduced in its entirety by the 
silk sereen process. The poster, 
designed by Crawford's and printed 
by New Avenue Press Lid., is now 
being used on the Underground. 


How much should 
advertising cost? 


How much money should be 
— on advertising in relation to 
the cost of producing the article 
to be sold? An answer to this 
question is given in a pamphlet 
entitled “Introduction to Costing 
for Advertising,” by Robert Bran- 
don, of Robert Brandon & Part- 
ners Ltd. 

Mr. Brandon gives examples of 
how manufacturers have tackled 
the problem in the past. He dis- 
cusses the cost of advertising as 
applied to various concerns. 

The article was originally writ- 
ten by Mr. Brandon at the request 
of Scientific Marketing. 


1955 Radio Show 


The next National Radio Show 
is to be held at Earls Court, 
London, from August 24 to Sep- 
tember 3, 1955, with a preview for 
overseas and other special visitors 
on August 23. The period chosen 
is nny the same as in 
19 


Plans are in hand for a smaller 
exhibition, the Northern. Radio 
Show, to be held at the City Hall, 
Manchester, from May 4 to 14. 
Organisers of both exhibitions are 
the Radio Industry Council. 


A list of 29 Russian trade 
journals now open to British 
advertising is given in a brochure, 
Advertise in the Russian Trade 
Press, issued by Millington Pub- 
lications, Ltd. 

Full-page rate per insertion for 
a series of six insertions in the 
journal is given as £44; for 12, 
£40 ; additional colour, £10. 

Advertisers are urged to make 
their advertisements as technic- 
ally informative as possible. A 
note from Mezhdunarodnaja 
Kniga, the Soviet import-export 
organisation that handles adver- 
tising matters in the USSR, to 
Millington Publications states : 
“We would kindly request you to 
recommend to your clients when 
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IPA join block-makers in new 


production sub-committee 


‘PRACTICAL STEPS’ TO CUT OUT DELAYS 


A joint committee to discuss production problems in 
advertising has been formed by the Institute of Practitioners 
in Advertising and the Federation of Master Process 


Engravers. 


In 1952 the two organisations 
appointed a joint consultative 
committee to discuss problems 
affecting the interests of their 
se members. 

statement from the two 
bodies comments: “The growing 
demand from advertising agencies 
for illustrations and other work 
raises a number of delicate issues 
Which this committee has been 
considering. The pressure of 
demand on the engraving trade, 
which is experiencing a shortage 
of labour, is causing delays in 
deliveries of blocks and frustra- 
tion of effort. 


No increase yet 


“Persistent, but unavailing, 
efforts have been made by the 
Federation since 1945 to secure 
agreement to train additional 
labour. Even the adoption of 
new photo-engraving equipment 
and techniques has not yet 
effected a substantial increase in 
the overall volume of produc- 
tion. 

“Recognising that there can be 
no easy or immediate solution to 
the production problem, on the 
recommendation of the joint 
consultative committee, the coun- 
cils of the Institute and of the 
Federation have appointed a pro- 
duction sub-committee com- 
posed mainly of production men 
from agencies and engraving 
firms to see what practical steps 
can be taken to increase the pro- 
duction of process blocks.” 

Members of the new sub-com- 
mittee are D. J. M. Lowe (chair- 
man), R. Blackmore, E. Ives, 
A. Owen, and A. M. Wall—for 
the FMPE, and C. D. Notley 
(vice-chairman), P. R. Allard, 
W. Harold Butler, R. H. Colman, 
ome C,. Victor Martin—for the 


preparing the texts of insertions 
to avoid headings of sensational 
character, 

“These do not correspond to 
the spirit of advertisements 
placed here and are puzzling the 
readers as well as the publishers, 
who may even deny to accept 
such advertisements for publica- 
tion in their journals.” 

The brochure quotes messages 
on the desirability of East-West 
trade from Sir Winston Churchill, 
the Federation of British Indus- 
tries and others. 

Francis C. Millington, chair- 
man of Millington Publications, 
was the official London repre- 
sentative for Soviet 
journals, 1944-1949. 


Ulric Walmsley 
to retire after 
48 years 


Kemsley Newspapers Ltd. have 
announced that Uiric B. Walmsley 
will retire at the end of this year. 

He is advertisement manager 
of the Sunday Graphic, and 
director of Sunday Graphic Ltd. 
He has had one of the longest 
careers of any advertisement 
manager in Fleet Street, having 

worked on 
provincial 
and national 
newspapers 
for nearly 50 
years. He 
began his 
career in 
advertising 
in Middles- 
brough in 
1906, joined 
Hulton’s in 
Manchester 
in 1912, and 
transferredto 

Ulric Walmsley. conan “ia 
1914. A _ luncheon is _ being 
planned to take place in London 
in the new year to mark his 
retirement. 


Arthur F. Heywood, assistant 
advertisement manager of the 
Sunday 
Graphic will 
be in charge 
of the paper’s 
advertise- 
ment side 
from the 
beginning of 
1955. He be- 
gan hisadvere 
tising career 
in 1928, and 
joined Kems- 
ley News- 

A. F. Heywood. on ly of 
Mr. Walmsley’s staff in April, 
1950, on the Daily Graphic and 
Sunday Graphic. He became 
senior representative of the latter 
paper in January, 1953, and was 
appointed assistant advertisement 
manager at the beginning of this 
year. He is 41, is married, with 
two children. 


Nearly 200 people attended David 
Allen & Sons Ltd.'s Christmas cock- 
tail party and reception at Claridges 
last Thursday. Among the guests 
were many well-known figures in the 
out-door publicity and advertising 
field. Above the chairman of David 
Allen & Sons Lid., W. E. D. Allen 
(centre) and his wife talk with C. B. 
Wrey, advertising manager o 
Imperial Tobacco Co., and 
Mr. Allen greets C. L. Hallas, 
director of Lintas Ltd. 


Planning bodies 


‘overworked’ 


Burnley Town Council has 
complained to the Association of 
Municipal Corporations that local 
planning authorities have to do 
an “unreasonable amount of 
work” in investigating individual 
advertisements exhibited without 
reference to the planning 
authority, in order to find if they 
are permitted or need consent. 

It has suggested that notice 
should be given to the local plan- 
ning authority before any adver- 
tisement is displayed. 

The Association has announced 
that although it will consult with 
the Ministry, it does not feel 
justified in “making representa- 
tions for the advertisement control 
regulations to be amended” on 
these lines. 


OFFSET LITHO MEN FORM ASSOCIATION 


A new printing organisation— 
the Small Offset Association—is 
being formed. About 30 repre- 
sentatives of companies and firms 
engaged in the smali offset litho 


processes attended a meeting last 
week. 

It was agreed to hold a further 
meeting early next month to dis- 
cuss and adopt the rules. 
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MORE AGENCIES PREPARE FOR NEW MEDIUM 


ADVERTISER'S WEEKLY 


McCANN’S APPOINT COMMERCIAL TV BOARD 


‘Immediate production’ at film 
studios in Brighton 


A separate operations board to 
has been formed by McCann-Erickson Ltd. 
the first agency to establish “a complete board 


Film production 
man joins M & F 


Masius & Fergusson Ltd. have 
appointed Geoffrey Woodward as 
production executive of their film 
and television department. He 
will work under J, L. Kirkby, 
director-in-charge. Mr. Wood- 
ward joined 
the film in- 
dustry in 
1936. He 
worked for 
London 
Films, 20th 
Century Fox, 
MGM,RKO 
Radio, and J. 
Arthur Rank 
Productions 
on set de- 
signing. Since 
the war he 
has had 
varied experience as a freelance 
working for the BBC television 
service, where he was in turn 
studio manager, and assistant 
producer in the talks department. 

He also directed all the location 
the recent 
er Mayhew TV series. 


G. Woodward. 


film ss in 
Christop 


“Team work’ from 


new division 


Graham and Gillies Ltd, have 
formed a television and commer- 
cial film division. It is headed by 
Spencer Swaffer who recently 
joined the agency. He has had 
ts experience of 

¥ * general ad- 
vertising and 
commercial 
broadcasting 
at home, in 
the United 
States, Cana- 
da, South 
Africa and 
the Far East. 
Mr. Swaffer 
states : “Our 
contribution 
to commer- 
cial TV on 
behalf of many interested clients 
will come as a result of team- 
work.’ 

The agency’s television panel 
consists of Archie Mason and 
Ted Fuller (art), Richard Graham 
and Charles Murray (scripting). 
Wilfrid H. Brooks (TV and 
audience research), and Stan 
Simmons (media and TV planning). 


Spencer Swaffer. 


| 


| Bic 


produce TV commercials 
claim to be 
specialists.” 

Chairman is Barry who 
will head the TV department. 
Directors are John Irwin, author 
and free-lance producer of such 
programmes as “In the 
News,” who will be responsible 
for creation and direction of 
commercials together with Roy 
Rich, who is currently directing 
a series of American TV films 
for Douglas Fairbanks; John 
Reed, formerly sequence and 
animation director for Walt 
Disney studios, who will handle 
animation direction ; Eric Robin- 
son, musical director for the 
BBC television service, who will 
be music and casting director ; 
Jimmy Grafton, co-author of 
“Top of the Town” and “Forces 
Show,” who will be a script and 
storyboard editor; Frank White, 
chairman of McCann- Erickson 
International Division, who will 
be responsible for international 
co-ordination ; and Derrick 
Wynne, director of Wynne Films 
Ltd. and studio manager of the 
Film Studios (Brighton) Ltd. 
who will be director of studios. 

Most of the board—only Roy 
Rich and Frank White were not 
available—attended a press con- 
ference at which the plans were 
outlined. 

Judging TV 

McCann’s will be able to use 
the entire Brighton studio. “We 
can start production there right 
away,” William E. 

of the agency, told 
ADVERTISER'S WEEKLY. 

At the press conference he 
said: “With the coming of this 
new medium we believe that it 
must be regarded, judged and 
evaluated on the same basis as 
any other advertising medium. 

“There is no reason to suppose 
that the pattern of events will 
differ very much from what hap- 
pened in the United States when 


Facing the cameras 


ITA invite first names 
for advisory panel 


The Adv Associa- 
tion, the Institute of Practi- 
tioners in Advertising, and 
the Incorporated Society of 
British Advertisers are 
among the “representative 
bodies ” invited by the Inde- 
pendent Television Authority 
to nominate representatives 
for its advertising advisory 
committee. 

Other bodies so far approached 
by the TTA are the Retail 


and the Ministry of Health, 

None of them has as yet sub- 
mitted nominees for acceptance 
by the ITA. 


Further organisations are likely 
to be approached shortly, 

The invitations to the BMA 
and the BDA are in line with the 
ITA’s statutory obligation to 
keep a watchful eye on the adver- 
tising of goods or services for 
medical or sargical purposes. 


the McCann-Erickson press 
operations board—telt t to right) John Irwin, Derrick Wynne, Barry Baron, John 


‘Co-operative’ 
agencies 
meet IPA 


A meeting — described by 
IPA vice-president Hubert 
Oughton as “most satisfac- 
tory”—has taken place be- 
tween representatives of the 
Institute of Practitioners in 
Advertising and the drafting 
committee of the proposed 
Advertising Practitioners 
Television Association. 


body would not conflict 
with those of the Institute, 
which is the negotiating in- 
strument for its members in 
dealing with the ITA and 
other bodies. 

Association would be 


primarily be 

production, monitoring, in- 

telligence and other services, 
The committee of the Asso- 

ciation is recommending to 


members that the word “Co- 


Jimmy Grafton. 


confrrence are members , o 


Midlead’ ‘small’ 


‘small’ 
advertisers are 
‘very interested’ 


Birmingham’s first glimose of 
commercial TV was given to 
an audience of advertising men 
and women last week when TV 
Advertising Ltd. staged a show 
of commercial films at the 
Scala Cinema, 

Thirteen “spot” commercials, 
ranging in length from 15 to 
60 seconds, were shown, to- 
gether with two “shopping 
guides” of 15 and 20 minutes 
in length. 


Wide range of costs 

A representative of TV Advertis- 
ing Ltd. said that production 
costs were expected to be “any- 
thing between £100 and £7 
for a “spot” film, and about 
£300 for a part of a “shoppin 
guide” film. A great dea 
depended on the type of treat- 
ment used, and the quality of 
talent employed. 

“A surprising amount of definite 
interest in commercial TV 
films is being shown by adver- 
tisers who are termed small in 
a press advertising sense. This 
is very much the case in Birm- 
ingham,” he said. 
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First-ever radio shows 


buyers campaign 


DIRECT MAILINGS TO 100,000 BACKED BY 
WORLD-WIDE PRESS AD DRIVE 


Commercial radio will be used for the first time in a world- 
wide publicity campaign to attract overseas buyers to next 


year’s British Industries Fair. 


The campaign, which also 


uses press advertising, direct mail, posters, showcards. 
booklets, and a full-scale press service was launched this week. 


The first of more than 100,000 
invitations are now being des- 
patched to Australia, New 
Zealand, Burma, Hong Kong, 
Fiji, Madagascar, Colombia and 
Nicaragua. Mailings will con- 
tinue from now until late 
January next year when invita- 
tions will be sent to neighbouring 
European countries including 
Belgium, France, Germany, Hol- 
land, Norway and Sweden. 


Pas 


H. C. Longley (right), governing 


director, Longleys & ofimann, 

receives a gold badge to com- 

memorate 22 years’ association with 

India Tyre & Rubber Co., Lid. 

T. K. Lawler, sales director, makes 
the presentation. 


Just the ticket 


A rate card in the form of a 
bus ticket has been sent to all 
agents by the British Legion 
Journal, The ticket is numbered 
WHI 8131-—the journal's tele- 
phone number, and overprinted 
4d,, the selling price. 

In place of the normal fare 
stages are the rates for various 
positions and series. On the 
reverse side is a drawing of a bus 
with the question: “On our 
route?” The conductor of the 
bus is pictured saying: “There's 
space for you inside and outside.” 


Ireland filmed 


Aer Lingus have produced a 
16 mm. 30-minute film featuring 
the attractions of Ireland as a 
tourist resort. The film, which is 
in Kodachrome, is called “Irish 
Holiday,” and is due for distri- 
bution this month. lt was pro- 
duced and directed by ex 
Roberts, of Dublin, who also 
produced the CIE film, “Ireland, 
Land of Welcome.” 


Each of the 100,000 names on 
the BIF’s overseas buyers’ list 
receives an invitation card and a 
personal letter of invitation from 
Sir Ernest Goodale, chairman of 
British Industries Fair, Ltd. 

The letters are prepared in 
nine languages and are sent to 
addresses in a total of 130 
countries, islands and territories 
overseas, 

A second two-month mailing 
programme begins before Christ- 
mas and continues until early in 
March next year. The same 
100,000 buyers receive a letter 
reminding them about the BIF 
and a 16-page full-colour book- 
let of information giving details 
of facilities at the Fair, what is 
on show, and how to get there. 

Big advertising campaigns are 
timed to coincide with the 
arrival of the two mailing shots 
at their destinations. Advertise- 
ment space has been booked in 
newspapers and periodicals in 
nearly 50 countries in the Com- 
monwealth, in Europe, Latin 
America and the Middle East. 


Radio series 


Special advertising and direct 
mai campaigns are being 
planned and carried out in the 
United States and Canada by 
BIF agents in New York and 
Toronto. 

Recordings made by Kenneth 
Horne, who is a director of 
British Industries Fair, Ltd., are 
being used in BIF commercial 
broadcasts in Australia, South 
Africa and New Zealand. Time 
has also been booked on radio 
networks in Brazil, Ceylon, Col- 
ombia, Cuba, Cyprus, Jamaica, 
Mexico, Trinidad and Venezuela. 
The radio series consists, in most 
cases, of 24 broadcasts spread 
over two fortnightly periods. 

Posters, showcards, poster 
stamps, booklets and invitation 
cards, will be distributed by 
British Government posts over- 
seas for use and display in more 
than 400 cities and towns cover- 
ing 300 territories throughout the 
world. Additional distribution is 
obtained with the co-operation of 
air lines, shipping companies, 
banks, travel agencies, insurance 
companies and Chambers of 
Cc 


ommerce. 

GPO cancellation stamps carry- 
ing an announcement of the BIF 
will be used on more than 
300,000,000 letters posted after 
January 19 at main post offices in 
the United Kingdom. 


Last week the directors of Saward, 
Baker & Co., Lid., gave a cocktail 
party for Mrs, Amy Pearce, on 
her retirement after 35 years as 
secretary to the chairman, H. G. 
Saward. 

In appreciation of her services, both 
to the company and to advertising 
enerally, the directors presented 

rs. Pearce with a cheque, a stove 
jor her bungalow, and an English 
cut-glass rose bowl. The Saward, 
Baker staff also presented her with 
a Wedgwood dinner service. 

la making the presentation, Mr. 
Saward recalled that Mrs, Pearce 
joined the organisation in 1919. 
From those early, formative years 
of the company, he said, she had 
been called upon to do a great 
deal Fy, work. From the 
first, rs. Pearce had taken the 
keenest possible interest in all 
matters relating to advertising and 
when the Institute of Incorporated 
Practitioners in Advertising was 
formed she was made an Asso- 
ciate member. 

Above is a group at the directors’ 
party. Left to right are Miss K. 
Gammie, Mrs. Amy Pearce, Miss 
E. Maude Woodyard, the joint 
managing director, H. C. Wood- 
yard, a director, and H. G. 
Saward. 
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35 YEARS WITH 
SAWARD, BAKER 


Ban on ‘early’ 
Santa Claus 


To inaugurate the Christmas 
shopping period and to promote 
sales, Shrewsbury Chamber of 
Commerce have for the past six 
years organised an official arrival 
and reception of Father Christmas 
in the town. 

As they wish to limit the shop- 
ping period, however, the mem- 
bers of the Chamber this year 
obtained an agreement from the 
town traders that their own 
“Father Christmases” would not 
appear in the stores until after the 
official reception. 


Double Issue 


Freight News, Blandford Publica- 
tions’ weekly of the freight and 
forwarding world, produced a 
double-size issue last week. It 
coincided with the paper's com- 
pletion of its first six months of 
existence. The issue carried 336 
column inches of advertisements. 


Collective scheme provides lanterns 
for Regent Street decorations 


Regent Street is now lit and 
decorated every afternoon and 
evening under a collective Christ- 
mas decoration scheme spon- 
sored by the Regent Street Asso- 
ciation. It is designed to adver- 
tise the street as a whole, and to 
draw the crowds. 

The decorations are being lit 
om 3 till 11 p.m. until January 


This follows on adverse com- 
ment, say the Association, in the 
press last year about the fact 
that London streets are not nor- 
mally decorated on a collective 
basis as is so successfully done 
in some continental countries. 

Main features are about 260 
réd, blue and green lanterns, five 
feet high, set in gilt metal frames. 
and hanging from filigree 
brackets spaced at 18 ft. intervals 
along the whole street on both 
sides. 

Designers and chief contractors 
of the scheme are Beverley Pick 
Associates Ltd. and the lamps 
were manufactured by the plas- 
tic spray process of Chrysaline 
Lid., of which Mr. Pick is chaif- 


The Christmas decoration scheme, 

shown here at Austin Reed's, extends 

along the whole length of Regent 
Street. 


man. The scheme is paid for by 
stores and Pena shops on 
the basis of about 25s. per foot. 
Total cost is about £5,000. 

Some of the electrical compon- 
ents were supplied by General 
Electric Company. 
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‘Illustrated’ develops new 
gravure technique 


“This is one of a series of tech- 
which ‘Illustrated’ =e 
developing, and which we feel 
will give ‘more flavour’ to 
vure 


be available to advertisers for 
reproduction of the illustra- 
tions in their ads. 


A spread from the “Woman's Own’ promotion brochure. 


Six advertisers boost ‘Woman’s Own’ 
in new promotion brochure 


Stuart Mander has prepared a 
special Woman's Own promotion 
piece for advertisers and agents. 
The brochure is entitled “Why 
‘Woman's Own’ is Such a Power- 
ful National Women's Medium,” 
and contains a series of letters 
from national advertisers, each 
paying tribute to a different aspect 
of the selling power of Woman's 

wn. 

The six letters cover economy, 
national coverage, editorial back- 
ground, pulling power, colour, 
and wholesaler and retailer rela- 
tions, A spread is given to each 
of these subjects with the testi- 
monjal letter on one side and a 
relevant commentary on the 
opposite page. Each section is 
picked out in its own pastel 
shade to tie in with an index at 
the front. The pages of the book 
are thumb indexed. 

A spread in the back of the 
book gives a list of the advertisers 
who used Woman's Own during 
1954, with colour advertisers 
selectively indicated. A gussetted 
pocket on the inside back cover 
contains a copy of a current issue. 


Printed on the pocket is a 
facsimile handwritten message 
from Stuart Mander offering a 
small book of statistics which is 
entitled “Some Figures that Prove 
How Right You Are to Choose 
“Woman's Own’.” This booklet 
is available on application. 

The covers of the brochure are 
stout board printed in grey, red 
and black. The body matter of 
the folder is printed on heavy art. 


New ACE 


> 
chairman 

At the third annual meeting of 
the Association of Circulation 
Executives, A. McNab was elected 
chairman. 

Other officers are: vice-chair- 
man, H. F. Knox; honorary 
treasurer, J. BE. Sefton; honorary 
secretary, A. E. Mason; govern- 
ing committee: A. E. Ashwell, 
Vernon Bell, R. P. Chappell, and 
Duncan Lush ; ex-officio: imme- 
diate past chairman, Rhys 
Thomas; honorary editor, ACE 
Bulletin, A. Boddy. 


‘Picture Post 
film shows 


Picture Post held their annual 
film party for advertisers and 
agents at the Twentieth Century- 
Fox building, Soho Square, 
London, on two evenings last 
week. 

An advance preview of 
“Woman's World,” starring 
Clifton Webb, June Allyson, 
Lauren Bacall and Fred 
MacMurray was arranged. The 
film makes occasional reference 
to advertising agents and was well 
received by the audiences. | It 
was shown on the CinemaScope 
screen. 

Following the show there was 
a champagne buffet when George 
A. Cooper, advertisement con- 
troller, and Noel Holland, Picture 
Post's advertisement manager, 
were the hosts. 

A large casket of chocolates 
was given to each guest on leav- 
ing, with a wrap-round proclaim- 
ing “One of the many good things 
advertised in Picture Post.” 


Pictured at the “Picture Post’ film part 
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Largest ‘plane 


sign claimed 


What is claimed as the largest 
neon advertising frame-—4 ft. x 
27 ft,-ever used on a plane is 
carried on a Miles Aerovan be- 
longing to Space Neon. 

Last week it flew with the 
words “Cheers, Winston ” over 10 
Downing Street and Buckingham 
Palace on Sir Winston Churchill's 
birthday. 

The size of the frame is made 
possible by carrying the letters 
vertically on the sides of the 
lane, which is called “Queen 

lote of Tonga.” 

Advertising was strongly repre- 
sented among the 150 people who 
attended a Space Neon reception 
at Croydon aerodrome to see it 
take off. 

Directors of Spacé Neon are 
D. Young (managing director), E. 
Pearce Smith’ (aviation manager), 
E. Davis, R. Washbourne and 
Claude Leigh. A subsidiary of 
Space Neon is Aero Publicity, 
which is concerned with day-time 
towing. 


are (left to right) Michael Smalley. 


of G. Street & Co., Litd., Mrs, Smalley, Mrs, Hallas, Charles Hallas of 
Lintas Lid., Mrs. George Cooper and Noel Holland of “Picture Post.” 


Second Irish instructional ad lecture 


The second instructional lecture 
sponsored by the Association of 
Advertisers in Ireland was held 
in Dublin last week when, in con- 
junction with the Irish Associa- 
tion of Advertising Agents, a 
symposium was presented on 


“Preparing an Advertising Cam- 
paign.” 

Brian D. O’Kennedy (O’Ken- 
nedy-Brindley) opened the meet- 
ing, and then handing over to 
two of his co-directors--Desmond 
O’Kennedy and William Lindsay. 
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Weldons Barry 
Briggs to retire 


Barry advertisement 
manager of Weldons Lid., a sub- 
sidiary of the Amalgamated Press 
Lid., will be retiring from active 
business on December 31. A. W. 
Buznett, the advertisement director, 
has stated that Mr. Briggs has been 
in indifferent health for some time, 
and has taken this decision on 
medical advice. A vice-president of 
the Publicity Club of London, and 
its honorary secretary from 1931 to 
1936, Mr. Briggs has completed 26 
years as advertisement manager. 

F. Wolfe Marlow has been ap- 
pointed as his successor, The group 
under his control includes Home 
Journal, Mother and Home, Good 
Taste, Practical Knitting Books, 
Catalogue of Fashions and Needle- 
‘work = Iilustrated. Mr. Marlow 
joined the Amalgamated Press in 
January, 1927, and for the last 25 
years has been an advertisement 
representative, 


7 * os 

H. L. Evans, former publicity 
manager of Wm. Jessop & Sons 
Ltd., steel manufacturers of Shef- 
field, has joined H. E. Boulter Pub- 
licity Ltd., Sheffield, as a director 
in charge of marketing and the 
initiating of policy on technical 
accounts. Before joining Wm. 
Jessop & Sons Ltd. Mr. Evans was. 
for some years, with the Imperial 
Smelting Corporation (Sales) Ltd., 
acting in liaison between technical 
sales and advertising. 

o * * 

Howard Edgar, son of the co- 
founder of Apvertiser’'s Weexkty, 
George FE » the novelist and 
journalist, has retired from active 
work. For 13 years he has been in 
charge of the voucher checking de- 
partment of Tom C. Gough Adver- 
tising Service, in Birmingham. He 
was presented with a book token 
from the employees, and a portable 
typewriter by Mr. Gough at a 
presentation on Friday, December 3. 

Mr. Edgar will live in Leicester 
and intends to devote his time to 
writing. 

* * 

K. ¥V. Russell, formerly of the 
advertising department of, Currys 
Lid., has been appointed studio 
manager of Individual Artists 
‘London) Ltd. 

+ * . 

8S. Foord, publicity manager for 
Scarborough since 1920, is to retire 
next March. The borough pub- 
licity committee has recommended 
8. |. Fewster, at present Scar- 
borough conference officer, as his 
successor. They also recommend 
that the contract of the press officer, 
Colin Crofts, be renewed for a year 
from January 1. 


F. J. Christopher is to relinquish 
the technical editorship of Popular 
Handicrafts. He founded the maga- 
zine in 1947. P. A. Jordan, who 
was appointed general editor in 
November, 1953, becomes editor 
of Popular Handicrafts and Popular 
Handicrafts Annual. 


* * 

Ww. M. ¥ who as an executive 
director of E. K. Cole Ltd. controls 
Ekco publicity, will in future handle 
the company’s export activitives in 
connection with radio, television, 
me - lastics and cine equipment. 
This follows the appointment of 
A. J. , the former general 
export manager, to the post of chief 
engineer. 

7 * 


* 

M. Pierre Jegu, of the Paris 
advertising agency of that name, is 
in London for a week's visit. 

* * * 

W. Crofts and L. Coney have 
been appointed executive directors 
of C. P. Wakefield Ltd. Both have 
been with the agency for several 
years. 


New ad manager 


for ‘Melody Maker’ 


F. S. Palmer has retired as adver- 
tisement manager of the Melody 
Maker and has been succeeded by 
Basil K. Lawson, until recently 
associate advertisement manager. 
Mr. Palmer first joined the Melody 
Maker when it was founded in 1926. 
After a short break, spent in general 
advertising, he rejoined the paper 
in 1934. Mr. Lawson joined 
Odhams Press in 1937. 


. ~ ” 
Martin E has left the Man- 
chester Royal Infirmary following 
an operation and will shortly return 
to the Manchester offices of George 

Newnes “Practical” group. 

* * * 
Norman | publisher of 
Courier, London Mystery Magazine 
and British Tractors and Farm 
Machinery, is going to America on 

Saturday on a business trip. 


The directors and staff of Arthur 8. Dixon Ltd. lined u 


before the camera 


when the agency celebrated its silver jubilee. 


Oppe and Cranch 
join Mather board 


A. F. Oppe and Graeme Cranch 
have been appointed to the board 
of Mather ond Cooma Lid. Mr. 
Oppe was with Mather and Crow- 
ther before the war and rejoined 
the company in 1946. Since then, 
he has been senior account execu- 
tives with a number of major 
national accounts. 

For some years Mr. Cranch has 
been head of the research depart- 
ment. He is a member of both 
the research and education com- 
mittee of the IPA, a past-president 
of the Market Research Society, 
and past vice-president of ESOMAR. 


- * * 
Michael B.. Kenny, managing 
director of Kenny's Advertising 
Agency, Dublin, has been appointed 
a Peace Commissioner, the Irish 
equivalent of a JP, by the Irish 
inister for Justice. 
* * 


Miss Moira J. 
executive with A. E. L. Mash & 
Associates, left England for her 
native Australia last week. She has 
a five months’ leave of absence, and 
expects to be back in April next 
year. 


Keast, account 


Hubert Oughton (right), chairman of 
W. S. Crawford Lid., and Brigadier 
T. Carleton Harrison, managin 
director of Gillette Industries, teh 
recently for South Africa, where Mr. 
Oughton is to renew contacts and to 
examine the market in conjunction 
with P. N. Barret Co. (Pty.), Lid., 
Crawford's associates for more than 
20 years. 
* * * 

W. B. Harbud, of Associated 
Newspapers Ltd., is visiting Africa 
on a general business trip for 
company’s publications. 


Biro-Swan patent 


The appeal of H. G. Martin as the 
registered proprictor of  Biro-Swan 
Ltd., as licensees under the British 
Patent No. 564,172, which relates par- 
ticularly to the nib of the ball point pen. 
against the decision of Mr. Justice 
Lloyd-Jacob was allowed by the Court 
of Appeal last week 

The defendants in the action were H. 
Millwood Ltd. who, in their defence, 
had claimed that the patent in question 
was invalid and that their pen the 
“Queensway” did not infringe the 
patent Mr. Justice Lioyd-Jacob had 


4 Ne, a j 


F. Wolfe Marlow. 


G. Cranch. 


appeal succeeds 


upheld the defendant's contentions but 
the Court of Appeal has now reversed 
the decision of the Judge, granted a 
Certificate of Validity of the patent and 
held that it was infringe by the 


m -+--4 n 

¢ judgment of the court of appeal 
also provided for an injunction against 
H. Millwood Ltd., restraining them 
from selling infringing ball point pens. 
an order for delivery up of all infring- 
ing pens and an enquiry as to damages 
Leave to appeal to the House of Lords 
was granted 


W. M. York. 


—< 
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People from all walks of life replied 
to Encyclopedia Britannica ads 
in the Sunday Pictorial 


ee EE a 


Unqualified enthusiasm for the pulling power 

of the Sunday Pictorial for high priced products 
is expressed by Mr. S. D. Keetch, Sales Director 
of Encyclopedia Britannica Limited. 

We quote: “As you know, the Britannica Ten 
Year Programme, of which the 24 volumes of the 
Encylopedia Britannica form the basis, is 
comparable in price with a good quality T.V. set, 
refrigerator or other major item of household 
equipment, regarded by the public as a long-term 
investment. Our advertising (in the ‘Sunday 
Pictorial’) has brought us enquiries from 
members of the public in all walks of life, 

which would seem to support your own 
advertising claim that 
the ‘Sunday Pictorial’ 
goes into one home in 
three in Britain.” 
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‘Fish Industry’ 
changes hands 


John Trundell and Partners, 
Lid., publishers of “World 
Fishing,” are acquiring “Fish 
Industry” from Blandford 
Publications, Lid. It will be 
incorporated in “World Fish- 
— from next February's 


Other publications owned 
by John Trundell and Part- 
ners are: “Ship and Boat 
—— —_— yr 
ucts” and “Compressed 
Engineering.” 


Consolation 
prizes for 


BFMP contest 


Entrants for the 12th annual 
Gold Medal Layout competition, 
organised by the British Pedera- 
tion of Master Printers will be 
required to design a leaflet to 
attract visitors to a country town. 

For the first time there will be 
a number of awards in addition 
to the gold and silver medals and 
certificates, These will include 
ten consolation prizes of five 
guineas each. 


Easier this year 


The syllabus states: “We have 
eg you less to do this year. 

ou are only required to submit 
a layout for one piece of printing. 
This year we are placing more 
importance on the ability of the 
competitor to plan printing. You 
are asked to choose the process 
to suit your design, the paper to 
suit the process, and the type to 
suit the paper. The practical 
man can score here and the less 
experienced can learn something 
more of the problems of printing. 
It is an idea to develop practical 
designers in the printing 
industry.” 

The board of examiners will 
include J. Perry (chairman) 
(Adams Bros. and Shardlow 
Ltd.), E. Searle Austin (W. H. 
Gollings and Associates Ltd.), 
H. D. Davy (Thos, Forman and 
Sons Ltd.), Stuart F. Hayes 
(Tillotsons (Bolton) Ltd.), and R. 
Geoffrey Smith (W. S. Cowell 
Ltd.). 


The competition is open to 
anyone engaged in printing or 
being trained for it in a school 
of printing. Entries must be 


received by February 28, 1955. 


‘Close this 
convenient 


loophole’ 


New restrictions on display adver- 
tising outside shops are being 
sought by Camberwell Borough 
Council. A works committee 
report states: “We are con- 
cerned to note that there is an 
increasing tendency to conduct 
what is im essence national 
advertising under the guise of 
‘business premises’ signs. 

“We have reason to believe that 
this ‘business premises’ signs 
exemption is seen as a con- 
venient loophole by certain 
interests, and will be even 
more vigorously and variously 
exploited in the future for ends 
not reasonably contemplated by 
the Minister of Housing and 
Local Government when mak- 
ing the regulation.” 


The Council is to ask the Metro- 
politan Boroughs Standing Joint 
Committee, representing the 28 
London *boroughs, to consider 
action tg get the loophole 
closed on an all-London basis. 

The Association of Municipal 
Corporations and other local 
government bodies will be 
asked to act in respect of pro- 
vincial towns and cities. 


Redesigned for TV 


The Four Square cigarette pack has 
been re-designed with an eye to 
future showing on commercial 
television. The old pack is on 
the left; the new one on the 
right. Four Square felt that the 
name superimposed on four 
squares, which had been the trade 
mark for many years, was not 
quite as legible as it should be. 

A new phrase, “With the true Vir- 
ginia flavour,” has been incor- 
porated both on the face of the 
pack and the slide. Transparent 
outer and silver foil inner trim- 
mings are. being used, together 
with a “tear strip” in gold. 
Marketing is restricted for the 
time being to Scotland. 

The pack was designed for and in 
co-operation with George Dobie 
& Son Lid. by their agents, Basil 
Butler Co., Lid. It was printed 
hoto litho by D. Smith & Sons 
Pid. of Leyton. 


Furniture trade ‘backward,’ agency 
chief tells sales conference 


People in advertising think the 
furniture industry—especially the 
manufacturer—is backward, Carl 
Brunning, managing director of 
S. C. Peacock, told the Furniture 
Development Council's marketing 
and sales conference at Roffey 
Park, near Horsham. 

The evidence, he said, was that 
most furniture concerns were 
small firms, doing localised busi- 
ness, who felt they could not 
afford to advertise. In many 
cases, too, the selling force was 
deficient or non-existent. The 

icture improved a little with the 
arger manufacturers, but there 
were still deficiences on the sell- 
ing and advertising side. 

Total furniture advertising in 
the press last year was £1,250,000, 
and the total advertising appro- 
priation about £2 million. Most 
of this was spent by GUS and 
other big retail groups. The 
manufacturers at the most spent 
£250,000 between them; no one 
had really gone out to capture 
the British market for his pocket. 

At one time, he reminded them, 
the soap trade was comparable 


with the furniture industry, but 
then Levers were built up by 
advertising. 

Now housewives are familiar 
with soap brands, but it was not 
so with furniture, he said. Users 
did not know one manufacturer 
from another, and the fault was 
the manufacturers. 

If the smaller men were content 
to go on as at present, sooner or 
later the larger manufacturers 
would capture the market for 
their particular types of furniture. 

Advertising was costly at first, 
he said, and an adequate national 
campaign could not be tackled 
under £25,000 or £30,000. 

If, however, advertising were 
used to build up demand, the firm 
would ultimately reach such a 
volume of production that the 
seasonal variations would become 
less noticeable, and even in the 
off-season trade would still be 
above the datum line for profit. 

The advertiser, he warned, 
should settle on a policy and stick 
to it, resisting the temptation to 
deviate because a competitor was 
following another policy. 
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BIF brochure 
_ gives rates 
for catalogue 


A four-page brochure listing 
the advertisement tariff for the 
BIF Catalogue (London section), 
1955, has been issued by the 
advertisement representatives, 
Cowlishaw & Lawrence (Adver- 
tising) Ltd. 

It contains messages from Sir 
Ernest Goodale, chairman of 
British Industries Fair Ltd., and 
Kenneth Horne, a director of the 
company and sales director, Trip- 
lex Safety Glass Co., Ltd. 

Mr. Horne writes: “To-day we 
must not only show the world, but 
must tell the world. Publicity is 
not only vital to the success of 
the BIF, but is all-important to 
British industry if it is to main- 
tain its position in the vanguard 
of world trade.” 

Also featured is an article pub- 
lished in ADVERTISER'S WEEKLY 
on the new BIF. 

Full-pages in black and white 
for exhibitors will be £45, one 
colour £55 and three colour £75. 
A black and white page in the 
non-exhibitors’ section is £55. 


President speaks 
to IAMA meeting 


Under the title “What our 
president did last year,” Leslie 
Hardern, PRO of the North 
Thames Gas Board, and president 
of the Incorporated Advertising 
Managers’ Association, discussed 
and exhibited at an IAMA meet- 
ing yesterday (Wednesday), speci- 
mens of press advertisements, 
posters, account stuffers, leaflets, 
filmlets, showcards, streamers, 
and salesman’s folders, used in 
the Board's four major and two 
minor campaigns last year. He 
also showed the Board's two 
latest films, “North of the 

”" and “Making an 
Omelette.” 


AB.C. Figures 


CAMBRIDGESHIRE TIMES GROUP 
Jan. to June 1954 66,63 


Copies 
Weekly 


London Representative : W. H. WALMSLEY 


© Fleet Screet, E.C.4 


Northern Represemative : ARNOLD ELLIS 
4 Cromford House Manchester 4 


Head Office: TIMES BUILDINGS, MARCH 


Tel. March 2368/9 
Tel. Concral 9353 


Tel. Blackfriars 6967 


vi fat ; , 7 - - F ion aeneandiniaien - on a ie ae. © 
5 A - : —- 
a ae _ : 
oe. es 642 Decemper 9, 1954 

; — 
* > eae tay gk Se a i OEE fi: igor. a a. 
4 a Cee a Ag 
ay ze. , seers =r ma < here ee ) 
a pee : , . a = 
aor ol 4 = 

t . = : pre 
fe ‘ oo hb - er + . E 
a, a Mth the tom a J 
: le _— ee J 

fe - . ‘ 
i Se ossi i ss | 
es ett = SQ ARE Sa 
S CIGARE R. 

* 
a Be e a. 
ae ono = mh 
ve waoere? — | | : 
say 5 
oe ern, ‘ 

Eye ide 
ie apt 
e a es 
Ss ‘s 
“f Sa a 
eS 12TH COMPETITION baie 
+ i eenepeeeeeneennnesenneneneennennentllinnlinennnnnnnnnnnEneiemeennneinnan 

7 

| ) a s 
‘7 ee 
su) 

a 

Re i a 
ay 7 
‘y ; 
a. 

a A \ 
ie BS 
S| penne ee 

Be — — a 

i “, 

t, | 
ap 3 
= 

ee 
met rn 
% s 
aa : 
i wE 
. | Po . 

4 

j 

i a 

Fa 

‘ 3 Paley 
Ae % 
x _ 
| ae : 
ie. c 
at 7 
ee hits 
a ‘ 
m ee 

oe Pe j 
.", vs 
5 - : 

A, 

he Ph 
eg ‘ =< i a : = 

Seer. ~ a % ara Soret) i — a «oe oe 3 i ae es eee ae 


Decemper 9, 1954 ADVERTISER'S WEEKLY 


An educational campaign. . 


dow) 15, my) my LL 


EDUCATIONAL RESULTS 


We have published in our ‘Facts, Graphs and Figures” the results of the 
advertising campaign of Encyclopaedia Britannica in the “ RADIO Times’ during 
1950 and 1951. Now we have further figures covering 1952 and 1953. The results 
are remarkably consistent and conclusive. Here are the facts supplied to us by the 
Encyclopaedia Britannica Sales Department. 


For more than 150 years the Encyclopaedia Britannica has been the foundation 
of every reference library, public and private. Written by the world’s leading 
authorities, Britannica is the accepted source of knowledge; its prestige is 
unsurpassed and its reliability unquestioned. The world needs knowledge in 
readily accessible form and within immediate reach. Recognising this, the editors 
of Encyclopaedia Britannica embarked upon a system of continuous editorial 
revision, and undertook to publish in Britain a complete new issue in alternate 
years. Moreover, supplementary services add to the twenty four volumes that 
today form the Encyclopaedia Britannica Ten-Year Programme. 


Mr. $. D. Keetch 


“RADIO TIMES” Advertising 


DISPLAYED ADVERTISEMENTS 


The average price of this Programme is comparable 
with that of a television receiver, a good washing 
machine or a domestic refrigerator. This price factor 
and the decline in purchasing power over the last few 
years have given Mr. S. D. Keetch, Director of Sales, 
Encyclopaedia Britannica Ltd, Britannica House, 
Dean Street, London, W.1., a difficult proposition to 
handle. He knows that no home is complete without 
an encyclopaedia and that Britannica is the standard 
by which others are judged. With the help of a wide- 
spread advertising campaign and an efficient sales 
force to follow up enquiries, he has been selling the 
Encyclopaedia Britannica Ten-Year Programme to 
families, as well as libraries, in large quantities, 
year after year. 


Let us examine four successive years: 1950, 1951, 
1952 and 1953. The results of these four annual 
campaigns are detailed in the chart — and an inter- 
esting analysis it is, 

Each successive year RADIO TIMES has produced the 
greatest number of replies and the greatest number 
of orders per insertion: each successive year the 
average cost per order obtained through RADIO TIMES 
has been considerably below the average cost per order 
for all media together. 


As a result of this analysis Mr. Keetch expressed 
his confidence in RADIO Times by reserving six half- 
page display advertisements for 1954. The results so 
far recorded for these advertisements indicate that 
RADIO TIMES continues to be the best pulling medium. 


Number of daily, evening, Sunday and provincial 
newspapers, periodicals etc. poe | 


Number of insertions 

Number of insertions in the “ RADIO TIMES" 
™%, of total response obtained by “RADIO TIMES” 
% of total orders obtained by “RADIO TIMES” 


Average conversion ratio for ali media 


Average conversion ratio for ‘RADIO TIMES” 84 


Space taken in the “RADIO TIMES” | 2 4 pp solus 


RADIOT 


MES 


4xipp 
2x i pp 


All enquiries 10; WEAD OF ADVERTISEMENT DEPARTMENT 
B.B.C Publications, 35, Maryiebone High St, London,W./ 
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Decorated with the letters “TV,” 

this cake was cut at Dudley Turner 

Vincent's 2\st birthday staff party 

by U. to 7.) Mrs. 8. H. Vincent, 

Mrs. R. O. Nash, and Mrs, Dudley 
T. Turner. 


French ad show 
of 43 films 


A programme of advertising 
films staged by Cinéma et Publi- 
cité at the Palais de Chaillot, 
Paris, last week was attended by 
2,500 people. 

Among them were Robert w. 
Dean, joint managing director of 
Pearl and Dean, the French 
Minister of Trade, Commerce 
and Industry, Henri Ulver, and 
heads of industries, advertisers, 
advertising agents and cinema 
owners. Host was Jacques 
Zadok, 

During the hour and a half 

rogramme 43 films were shown. 

ritish productions featured in- 
cluded the Polo films which won 
an award at the recent Festival 
in Venice, Coca Cola’s “Make it 
a Holiday” and “Refreshing 
Moments” and an _ Evening 
Standard film, 


Appropriations for 


US loan firms 


The average advertising budget 
of American Savings and Loan 
Associations ranges between one- 
tenth to three-tenths of one per 
cent of their total assets, Some 
spend as much as 10 per cent of 
their appropriations on television. 

These observations were made 
by a working party from the Co- 
operative Permanent Building 
Society who recently went to the 
United States to study savings and 
loan associations and to exchange 
ideas with their American coun- 
terparts. 

‘hey reported: “Associations 
usually say that, on traceable re- 
sults, television ‘pulls’ better than 
the press, if a programme spot is 
available at the right time. How- 
ever, we did not meet a single 
association that had even thought 
of dropping press advertising in 
favour of television, 


‘Britain will take lead 
in packaging design’ 


—CONTEST COMMITTEE CHAIRMAN 


Some of the best 


packs produced in this country had not 


been entered for the British Paper Box and Carton Design 
Contest, comments E. F. Pye chairman of the contest com- 
mittee, reporting on the second contest, the results of which 
were published in Apvertiser’s WeEex.y, November 18. 


He states that some of those 
entered reflect in their surface de- 
sign “that less endearing charac- 
teristic of the Englishman—his 
untidiness—a characteristic that 
will allow him to strew many of 
these very packs about his own 
streets and countryside.” 


He continues: “Whether our 
industry will be prepared to lead 
the way in this continuous process 
of improving package design, per- 
haps ahead of demand, or take 
the easier road of giving the 
British public anything that it will 
buy, remains to be seen. For my 
part, | have such faith in the far- 
sightedness of the leaders of our 
industry and in the demand of ex- 
porters for packaging that will be 
competitive with the best products 
abroad, that I believe we shall 
achieve this lead. The ready 
response to a call to compare their 
products publicly with those of 
their competitors amply bears me 
out in this belief.” 

The judges were Leonard Beau- 
mont and Roy Courtice, of the 
Society of Industrial Artists ; 
W. A. Cathles, Editor of Apver- 
riser’s Weexity; A. G. Wright, 
late managing director of a Lon- 
don rigid boxmaking concern ; 
H. E. Traves, late works manager 
of a London carton manufactur- 
ing company; Jan Gerke, an 
executive of Marks & Spencer 
Ltd.; and Miss Phyllis Garbutt, 
principal of the Good House- 
keeping Institute, 


Miss Garbutt said that she 
felt that “the exhibits provided 
impressive evidence of the atten- 
tion now being paid to packing, 
and high standards were reached 
especially in the more luxury 
lines. Fresh thought might, how- 
ever, with advantage also be ap- 
plied to some of the more every- 
day domestic commodities both 
from the points of view of meet- 
ing the general function of the 
packs and increasing their sales 
appeal,” 


Mr. Jan Gerke thought the 
contest was still not nearly as 
well supported as it deserved. He 
missed many of the packs which 
he had seen both inside and_out- 
side his business, and which he 
felt would have compared favour- 
ably with many of the exhibits. 


Both the technical production 
judges, Mr. Wright and Mr. 
Traves, were impressed with the 
improved standard of craftsman- 
ship shown in the entries. 


Mr. Beaumont said that “in 
the ‘surface design’ section the 
general level was rather low and 
did not by any means reflect the 
best that was being done at the 
present time. 


“It seemed to me that insuffi- 
cient care had been taken. 

“A contest of this kind is 
worthy of far greater support 
from the Box Federation and 
Carton Association membership 
than it had on this occasion. It 
is to be hoped that on future 
occasions this defect may be 
remedied.” 


£1,000 in prizes for 
Ever-Ready contest 


Judging the Ever-Ready window 
dey competition, held in con- 
junction with the recent ‘Selling 
Fortnight” are (left to right): 
A. - Ward (editor—'Motor 
Cycle & Cycle Trader’), W. E. 

iller (editor—‘Wireless & Elec- 
trical Trader’), E. N, Rowbotham 
(chairman—the Ever Ready Co. 
(G.B.) Lid.), Alban Hills (editor— 
“Hardware Trade Journal’’), and 
Sir Hugh Casson. 


A total of £1,000 in prize money 
was awarded. The country was 
divided into four areas for the 
competition. 


Winner in London and the Eastern 
Counties was F. E. Goldsmith of 
Saxmundham, Suffolk (whose entry 
is illustrated on the right); in 
the Southern Counties, Scott and 
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Market research 
course to be 
held in Bristol 


The next week-end course of 
the Market Research Society will 
be held at Wills Hall, University 
of Bristol, from January 7-9. 

The course is designed 
primarily for the executive who 
needs to study the application of 
market research to the marketing 
of goods and services. But all 
executives, potential executives 
and students concerned or likely 
to be concerned with marketing 
in any of its forms are being in- 
vited to attend. 

The programme will cover the 
scope of market research, the re- 
search facilities now available 
and how market research tackles 
the various problems. 

The lecturers will be composed 
of senior members of the Market 
Research Society and will be 
drawn from industry, advertising 
and commerce. The inclusive 
residential fee for the course will 
be 77s. 6d. 

Enquiries should be sent to 
W. H. Brooks, Graham & Gillies, 
Ltd., Golden Square, London, 
W.1. 


Scott (Bournemouth) Lid.; in the 
Midlands, Wales and Northern 
Ireland, David McAtee & Sons, 
Co. Down; and in the Northern 
Counties and _ Scotland, E. 
Ormerod of Radcliffe, Lancs. 


_A good product gets the right audience in 


AVERAGE WEEKLY NET SALE JAN/JUNE, 1954—141,610 
All Bnguiries to Head of Advertisement Dept., B.B.C. Publications, Broadcasting House, Portland Place, London, W1 
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SHAPING THE 
NEW MEDIUM 


With the moment approaching 


under which advertisers will be 
able to use the facilities of 
commercial television, it is 
opportune to consider the im- 
portant role being played av 
organised advertising in 
shaping of the new * Bi 
From the outset, representatives 
of the Incorporated Society of 
British Advertisers and the 
Institute of Practitioners in 
Advertising have played an 
important part in discussions, 
it was with the advice and sup- 
port of these organisations that 
sponsorship was rejected in 
favour of a system which offers 
a challenging opportunity to 
British creative advertising. 
And it was thanks to the Adver- 
tising Association that the 
Postmaster-General was given a 
valuable cross-section opinion 
of other media, notably the 


High standards 

The part played by advertising 
has been responsible and hel 
ful. Tribute to this is paid 
this week by the invitation 
from the Independent Tele- 
vision Authority to the ISBA, 
IPA and AA to nominate 
representatives to serve on its 
Advertising Advisory Commit- 


tee. 
They will sit with representatives 
the British Medical Asso- 
ciation, British Dental Associa- 
tion, the Ministry of Health. 
the Retail Trading-Standards 
Association and other bodies 
yet to be named. 
And they will without doubt 
ensure that the new medium is 
ced with ady of the 
ighest ethical standards. 


Creative challenge 

Once the highest level of honest 

nciples has been established 

the best traditions of British 
advertising, the task will rest 
with the creative men. It will 
be up to them to ensure that 
hard-selling in the home is not 
only effective but also accept- 
able to the viewer. 

The advent of commercial TV 
next autumn will present adver- 
tising with its greatest oppor. 
tunity for public relations. 

If advertising passes the fireside 
test in 1955 the critics will be 
answered once and for all—by 
the consumers themselves. 


for next 


With the party invitations 
Y pouring in, most adver- 
tising men and women are 


dreaming of a bright 
Ohristmas. 
But the really hard-bitten 


marketing men are more con- 
cerned about the possibility of a 
sales slide next summer. 

Figures published in Statistical 
Review last week showed that 
advertising is solving its old holi- 
day slump problem. More even 
spending on publicity will lead to 
more even sales charts, but there 
are useful things which can be 
done at the point of sale, too. 

The New York Times reports 
retailer efforts to cure “that in- 
sidious disease ‘summer dol- 
drums’.” They ran a New York 
Summer Festival—grown from a 
Gimbel thought-seed—and “sales 
bounced up this summer in the 
first year of the promotion to 
‘sell’ the city as a vacation spot.” 

Holidays in London? Well, it 
was a watery enough place last 
summer—and business was good. 


CRAMMING DEPT. 


ANCHESTER Publicity 

Association speaks its mind, 
even when it is not likely that 
the club's popularity will soar 
down south as a result. Perhaps 
its members work on the assump- 
tion that what Manchester thinks 
to-day everyone will accept to- 
morrow. 

Latest hot topic of conversa- 
tion in publicity circles in the 
metropolis of the north-west is 
Advertising Association examina- 
tion results. 

When the matter was raised at 
the last meeting there was “a 
general discussion akin to a 
debate on what the future held 
for the AA examination.” 

The chairman of the education 
and employment committee had 
presented a comparative summary 
of results in recent years. 
Several interesting points 
emerged. In the words of the 
meeting minutes. . . 

“Seventy per cent of the candi- 
dates were successful in Division 
‘B,’ which should provide a 
much higher than usual entry 
into the final Divisions in the 
next two years. 

“The examiners always seem to 
come down heavily on one 
Division or other each year, and 
in 1954 the axe fell on Division 
‘C,’ in which there were no less 
than 76 per cent failures. This 


Talking Points 


summer 


means that the total number of 
people who can be expected to 
take the examination, and to 
qualify for a Diploma in 1955 
will be less than one-third of 
normal, in fact only a. mere 
handful. 

“There has been a big drop in 
total entries from the record 


SACRED MUSIC 


Note from J. M. Gorst, press 
. Pye Ltd, sales depart- 


“Tr ‘feel that you may be 
interested to know that all the 
best hearses in Barbados carry 
amplifying systems which play 
sacred music en route to the 
cemetery. Two funeral parlors 
advertise that all music relayed 
on the hearse comes through the 
latest Hi Fi system of Messrs. 
Pye Limited, of Cambridge.” 


figure of 1953, and an even 
greater proportion of drop in 
successes. 

“There is a most unwelcome 
drop in the success in the Man- 
chester centre, including a total 
lack of success in Division ‘C’ 
which reduces the proportion of 
asses in Manchester to about 
half of the national average.” 

A. R. Fasham said the weak- 
ness in the final examinations was 
“the direct result of a_ policy 
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hey’re dreaming of record business 


adopted two years ago with the 
Division *A’ candidates.” 

Good news from Manchester is 
that entry for the 1955 examina- 
tion will be 40 or 50 against a 
handful last year. This should 
bring results back to the old level 
in due course. 


PEA GREEN? 


AVE you noticed the copy 
with the new 3-D window 
display for Batchelors Peas ” 
Printed in Colour, the display 
shows a family seated at the 
dinner table with the mother 
bringing in the meal. Under the 
table at the daughter's feet is a 
pair of ballet shoes and it was 
these which inspired: 

First night success! Since 
she was tiny Jeanne had 
always wanted to follow in her 
mother's footsteps and dance in 
the ballet. Those long months 
of rehearsal had been a _ trying 
time for us all—tempers short 
and nerves frayed. But the Big 
Night came and after the thrill 
of Jeanne’s success a real cele- 
bration dinner was called for 
and what better than the whole 
family's favourites—Batchelors 
Wonderful Foods! An every- 
night success! 

Good, bad or indifferent, the 
talking point is that it was written 
by one of the firm’s suburban 


salesmen .. . and he was paid 
five guineas for his efforts. 

Send for the Copywriter’s 
Union ! 


TO-MORROW’S TOPICS 


@The next Radio Luxembourg 
audience survey will claim 
best-ever listenership figures. 


@ Plastic gramophone records 
are being incorporated in 
breakfast cereal packs in the 
United States-—a development 
which is being watched closely 
in this country, 


@ West country hairdressers a 
considering the establishment 
of a fund to finance press ad- 
vertising, demonstrations and 
films to meet the new challenge 
they expect to come from home 
perms as a result of the use of 
commercial TV by these pro- 
ducts. 


@increased demand for man- 
made fibres, particularly rayon 
and nylon, will be reflected in 
next year's advertising appro- 
priations. Sharp reaction by 
traditional fabrics will lead to 
record empren. 


@ Trend towards smaller packs 
for food products is reported 
in Scotland. The theory is 
that housewives will buy 
various brands of one kind of 
food to suit varying famil 
palates if she can get sma 
qua 


@Even greater emphasis on 
drinking at home is expected in 
beer advertising mext year. 
More new bottled products are 
planned and the big advertis- 
ing spenders will be challenged 
by concerns regarded as pub- 
licity shy in the past. 


@ Consumer reaction is now 
being tested in the Manchester 
area for a new electric blanket 
to be introduced at the Ideal 
Home Exhibition by Thomas 
French & Sons, Ltd., manufac- 
turers of Rufflette. 


ROUND TABLE 


A VALUABLE TIP TO 


ALBERT MILHADO & CO. LTD. 


ADVERTISING AGENCIES 
You get maximum commission 


140 CROMWELL ROAD 


through 


LONDON, $.W.7 


MILHADO’S 


THE EXPERTS ON FOREIGN ADVERTISING 


Telephone: FREMANTLE 6592/3 
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What the tycoons 
saw in their 
favourite paper..... 


TYCOONS lean over backwards in order to keep up with 
their reading . . . of TH& ECONOMIST, of course. Which is 
very encouraging to advertisers who need to win their 
confidence, because there are more than 50,000 tycoons 
reading THE ECONOMIST each week (ABC Net Sale 50,640). 
Top American newsmagazine Time* is one of many 
advertisers who appreciate this—they appreciate, too, that 
the tycoon really is the man you can do business with. 


* The British advertising agents for Time are The London Press Exchange Limited. 


¢ The Economist 


22 RYDER STREET + LONDON SWI * WHITEHALL 1511 
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Commercial Television 


How to calculate TV 


production costs 


At any general discussion 
on television advertising 
it is not long before the same 
old question crops up: “Any 
news on costs?” certain 
amount of information and 
experience has already been 
built in this country on the 
cost of such commercials, but 
no authoritative statement has 
yet been issued on the rates 
that are going to be charged 
for television screen time. 
During the course of a long 
conversation a week or two back 
with one of the programme con- 
tractors, their senior executive 
put his case: “No one—repeat, 
no one—can have any real idea 
of time rates at this stage. No 
relevant deductions can be made 
from the total annual cost of 
the BBC operation for two 
reasons. Firstly, the ITA can- 
not yet say how much capital 


expenditure is involved and over 
what period this will be amor- 
tised ; and secondly, no one, least 
of all the programme contractor, 
yet knows what programmes will 
be put on and how much these 
will cost now that a more com- 
petitive element has entered 
television talent buying. My 
guess for airtime costs is any- 
thing from £500 to £1,500 per 
commercial minute.” 

Fortunately, production costs 
for commercials are much more 
clear-cut. The main _ factors 
affecting these costs (not neces- 
sarily in order of importance) 
are as follows: 


@Amount of pre-planning 
carried out. 

@“Star-value” and size of 
cast. 


@ Production technique used. 
@ Nature of the sets. 


@ Style of commercial (direct 
sound or commentary, studio 
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or location shooting). 

® Producer's profit. 

So far as advertising films for 
the cinema are concerned, a 
system of more or less standard 
prices has become widely 
accepted with the result that 
these films have often been 
charged out at £1,000 or even 
£2,000 a minute. Paradoxically, 
but quite fairly, most agencies 
are placing production costs for 
TV commercials under a micro- 
scope to see what economies are 
possible. The high-cost live 
action commercial (at say £1,000 
a minute) is still being promoted 
on the assumption that repeti- 
tion will bring its cost-per-broad- 
cast down to a “reasonable” 
figure. What strange alchemy of 
reasoning, however, justifies a 
policy of no repetition in a 
cinema (for an advertising film 
with sound track), with its 
captive audience, with a policy 
of continued repetition on tele- 
vision with an audience possibly 
both capricious and fugitive? It 
should also be pointed out that 
the repetition of live action com- 
mercials will almost certainly in- 
volve repeat charges from artists, 
writers and others. 


Need of co-operation 


It is quite true that good TV 
commercials can be produced 
for £300 to £400 a minute, Pro- 
duction costs of this order, how- 
ever, can only be achieved 
through the utmost co-operation 
between agency and producer, a 
co-operation which could well 
start at the beginning with the 
creating of the idea and script, 
and which should continue right 
through to the end. 

Let us examine in more detail 
some of the factors that have 
been found from experience to 
affect production costs. 

The amount of time and care 
spent in planning the production 
of a commercial has as much in- 
fluence on costs as anything else. 
This pre-planning on which we 
place a great deal of emphasis, 
recently enabled us to complete 
a series of 18 closed circuit artist 
tests (each lasting two minutes) 
inside four hours. 

It is pretty widely known that 
if several commercials can be 
produced in one day, costs fall 
quite dramatically. For example, 
supposing a given commercial 
cost £500 if only one were made 
at a time. Yet, if three similar 
ones should be filmed on the 
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same day, the cost per commer- 
cial would fall to about £300. 

Last year when I was in New 
York there was a series of com- 
mercials, with which I was asso- 
ciated, that called for a rather 
complicated set-up and involved 
putting a number of young 
puppies through their paces. It 
took from 9 a.m. till 3.30 p.m. to 
complete one commercial but an 
additional two were shot in the 
next hour ‘and a half. 

This type of scheduling is still 
only scratching the surface of the 
economies that adequate pre- 
planning can achieve. The maxi- 
mum reduction in costs can only 
be made if a whole series is 

lanned at one time. On one 

S programme running for 13 
weeks, three commercials of 14 
minutes each were required for 
each broadcast. The ty of 
commercial required would have 
cost about $3,000 each to make 
separately, but by planning 39 of 
them together as a unit, the cost 
was reduced to $585 each. 


Varying cost levels 


At first thought it appears that 
each of the various production 
techniques—-live action, cartoon, 
puppet, stop motion—has its own 
cost level. For example, while 
live action commercials can 
clearly be made for £400 per 
minute, few producers would 
view with equanimity the task of 
producing a cartoon commercial 
for the same price. Normally 
cartoon is quoted at about £10- 
£11 per foot (£1,000 for a one- 
minute commercial) with good 
puppet work costing slightly 
more. Yet, once again, these 
costs can be lowered, although 
in this case something more than 
just ingenuity and imagination is 
required. We are currently ex- 
perimenting with cartoon com- 
mercials costing about £350-£400 
a minute and are achieving this 
rate by means of limited and 
cut-out animation and by the use 
of repeat cycles of the same 
movement. A sense of move- 
ment can often be imparted to 
static artwork by letting the 
camera move. 

The set for your TV com- 
mercial can literally cost any- 
thing from a few pounds to 
hundreds, which is one of the 
reasons why any quotation given 
for production work can only be 
approximate until the final script 
is approved. Some TV direc- 
tors ask for simple, stylised sets, 
saying that anything more 
elaborate is wasted because of 
the smallness of the TV screen 
—other directors insist on full 
detail in order to achieve a par- 
ticular mood or atmosphere. 
Both are right and the advertis- 
ing agency must make its own 
decision in relation to specific 
commercials. Most good pro- 
ducers will keep certain sets 
(e.g., kitchen and living room) 
permanently in existence so that 
the costs of these should be 
fairly low. When the action 


centres almost entirely on human 
@ Continued on page 650 
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The MIDLAND 


picture is 
NOT complete 
without the. 


& on: 
we Evening 


2 ees 


Unless your space schedule in- 
cludes the Birmingham Evening 
Despatch your Midlands coverage is 
incomplete. The largest and richest 
market in the provinces needs the 
persuasive influence of this lively evening 
paper which gets home to the people of the 
Midlands.. 


Birminghamis Popular Evening 


Evening Despatch) ite) 


CORPORATION STREET, BIRMINGHAM, 4. TEL: CENeral 8461 


ERNEST LUMSOON - London Advertisemen t Director 


WESTMINSTER PRESS PROVINCIAL NEWSPAPERS LIMITED 
167-170, FLEET STREET, LONDON, E.C.4. TEL: CENeral 3265 
Leeds Office: 14, ALBION PLACE, LEEDS, Tel : LEEDS 24998, Menchester Office: MIDLAND BANK HOUSE, 26, CROSS STREET, MANCHESTER, 2, Tel: BLAckfriers 9910 
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ADVERTISER'S WEEKLY 


we like 


our share 


of cream 


The big ten-shot-in-six-colours 
creative jobs are the cream of direct mail and of 
course we like working on them. But CL isn’t an 
agency that thinks only in terms of fabulous campaigns. 
We devote just as much of our time and care to 
facsimile letters, list building, addressing and mailing 
—dn fact our departments for handling these everyday 
jobs have been developed to give a specially good 
service, That's a point to remember when you're 


planning your next mailing. 


CL 


CHADWICK-LATZ LIMITED 
Creators and Distributors of Direct Advertising 


In the past se-odd years we've 
grown roots without going to 
seed. FACTS AND FiGuReS will 
prove it, We'd like to send you 


a copy. 


| Production manager 


» Make-up 
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COMMERCIAL TELEVISION continued 


beings, the use of standard sets 
such as these is quite adequate, 
In some cases however the set 
must lend point to the action and 
it is then that the imaginative art 
director used to working in tele- 
vision or an allied medium, is 
worth his weight in gold. 


Average type budget 


In order to be able to give the 
detailed costs set out here for an 
average-type commercial lasting 
one minute, four assumptions 
have been made 

@ The commercial is one of a 

series of three similar ones 
shot in one day. _ 

@ Only live action is used. — 

@Only one simple set is 

required. 

@ All shooting takes place in 

a studio. 


Pre-production 


Script and storyboard 
Sets :-— 


Sm 


co!lccoooeo oooeo oY 


Designer 

Construction 

Construction crew 

Properties and costumes 
Studio charges : 

Studio hire 

Camera hire 

Sound channel hire 

Lights and electricity 
Transport 


— 
Awa 


y 


I 
| 


NN) VNweseo 
| a 
ciccococo oococ oC: 


Director 
Assistant director .. 


Cameraman 
Camera gga ; 
Focus puller 
Sound mixer 
Recorder 

Boom operator 


O) PetSopoocoune 


Hairdressing 
Electricians 
Grips 
Continuity 
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Cast 
Total ; ' ; 
Artwork 
Total 
Stock and processing 
Picture (shooting ratio 4:1) 
400’ stock @ 2.45d. per 


foot ‘ a 
400° develop 1.2d. 


e- 


‘ reprint @ 2. 
per foot... wi ‘ 
Sound (shooting ratio 4:1) 
400’ stock @ 1.5d. per 
foot ; 
400° develop @ 1.2d. 
r foot : 
200° print @ 2.06d. per 
foot E ‘ wa 
‘ reprint @ 2.06d. 
per foot .. 
Negative cutting 
Opticals F 
arried print and release 
print 


Editing 
Editor... 


Assistant editor 
Editing room 


S| enw 
©| cco 
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Miscellaneous 


Music copyright 
Sound royalties 
Library material ... 
Sound effects 
Pre-view theatre 
Insurance 
Contingencies 
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Totals 


Pre-production 
Technical crew 

Cast 

Artwork a 
Stock and processing 
Editin ; 
Miscellaneous 


Nett cost 
Overheads (25 per cent). 


Producers profit (15 per 
cent) ak tents ; 


eo ©o| o| coccece 
c!ec! cecocsesce 


>| 
3|% 


Grand total 


There are two points in this 
budget that perhaps call for some 
further explanation. 


Two main sides 


To my way of thinking there 
are two main sides to the produc- 
tion of a first-class TY com- 
mercial, both of them very nearly 
equal in importance. Firstly, 
the creation and scripting of the 
basic idea and secondly, the 
translation of this idea into a 
finished production. For any- 
one to make a commercial cost- 
ing £300-£400 and to spend only 
a few pounds on the script which 
will make or break it, seems to 
me to be taking a totally un- 
necessary gamble. 

It is perfectly true, of course, 
that merely paying an ideas man 
more money will not guarantee 
a better script but time—that 
synonym for money—is also 
important. The fee paid for 
creative work is often a reflec- 
tion not only of the artist's skill 
but also of the time and effort 
he puts into any given job. 


Demand for stars 


So far as the cast is concerned, 
obviously, a star name is going 
to demand much more than £50 
per commercial and figures of 
the order of £150 and £200 for a 
one-minute spot are being talked 
about. In the long run, how- 
ever, it is going to pay the agency 
and advertiser to find their own 
“stars” because not only will 
this be cheaper but also the 
agency will have a stronger call 
on the artist’s services for the 
personal appearances that are 
necessary to extract the last 
ounce of value out of this 
medium. 


ie : an 2 ee _———— £ is 
es et 650 Po 
o ve Pe 
ey a: OF: ——~-—--.--- -4 
ap 
ae 0 
A rel 
* oe 6 
i 
; doe 2 , 
2 le 2 
a re a 
oii joo: ae 
BA a 10 
Ps in 2 
4 7s 
14 Se Z 
z 1 a 0 0 
# BP ‘ 
| i 
a Technical Crew ES 
: pd... Bb s 
¥ PS ; 
aan 
; ] : 
oo : 
za Hi 
is ce 0 0 S 
3 o*, 0 0 
é % e 
oy 
2 a! : 
A . 
; es [ E oe 
i per toot 4 
ry 200’ print @ 206d. per| 8&8 0 0 
a foot 
, J 
a al 4 
oe = | 
oo | 610 0 
OM: | i 
es 5 0 0 
2 5 0 0 
e Mn 110 0 ; 
. k ; 20 0 
Gi Abomméer Howse : Shaftesbury Avenue: wo? ' Temple Bar 264: ene 
ee ’ 
» | 
x oe ae. rs Se se a" oe oe eo i a ee vA ss ere a. a. Teaded. oe a os 


DecemBer 9, 1954 


et ee ore 
ee ee eee 
mee 


ADVERTISER'S WEEKLY 


BOTH SPEAK 


THE SAME LANGUAGE |! 


Both these advertisements—one in LIFE INTER- 
NATIONAL, one in LIFE EN ESPANOL—speak the 
language of sales. 


They speak with unusual impact. For LIFE’S two 
international editions not only have the largest 
page size among international magazines but, 
like LIFE in the U.S., stand out in quality of 
printing and fidelity of colour reproduction. 


They speak to the right people. For the over half 
million people overseas who buy these two 
editions every fortnight enjoy incomes and posi- 
tions far above average. (Better than 9 out of 10 
are in business, government and the professions.) 


They speak with ever-increasing effect .. . as copies 
of the magazines are passed on... as shoppers 
see tie-in displays at point of sale. 


No wonder so many leading international companies 
—like Gevaert Limited—are speaking to their best 
customers and prospects around the world in LIFE 
INTERNATIONAL and throughout Latin America 
in LIFE EN ESPANOL. 

If you also are interested in speaking the language 
of sales, please write for the booklet: ‘More Facts 
about LIFE International Editions’. 
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TIME A LIFE BUILOING, MEW BOND STREET, LOHDON Wi 
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GOLOUR? 


COMBINED SALES 
75,000 MONTHLY 


Combined rates:—page £85 sci 42/. 
Negligible duplication One mat, block or copy 
ISBA Standard type area 10"x7" Agents 15°, 


Specimen copies sent to agents and advertising managers on request from the Advertisement Manager, ANNE GARDINER 
at the publishers, HANSOM BOOKS LTD,, 21, LOWER BELGRAVE STREET, LONDON, S.W.!. SLOance 6087,2338. 
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A selection of contributors, agents 
and advertisers in HANSOM BOOKS 


Charles Barker & Sons 
S. H. Benson 
Crane Publicity 
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Advertisers : 


Acoustical Manufacturing Co. 
Baird Television 

A. & C, Black 

Boosey & Hawkes 

BBC 

Cassell & Co. 

Wm. Collins, Sons & Co. 
Columbia Records 
Constable & Co. 

Decca Records 

EMI 

Everybody’s Magazine 
Faber & Faber 

Fieldwear Corsets 

Foyles 

Gamba Shoes 

Gardiner Travel Service 
Glyndebourne Festival 
Grundig Tape Recorder 
HMV 

Hutchinson & Co. 

London County Council 
Linguaphone 

London Symphony Orchestra 
Max Factor 

Musicians Benevolent Fund 
Nixa Records 

Oxford University Press 
Putnam & Co. 

Pye 

Royal Festival Hall 

Royal Opera House 

Royal Philharmonic Orchestra 
Tennent Productions 
Timothy Whites & Taylors 
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Review of Advertising 


use of 


A' fairly regular intervals 
there is an outburst of 
correspondence in this journal 
about grammar in advertise- 
ment copy, and it is always a 
safe bet that the enemies of 
grammar—the people who be- 
lieve they are enabled to write 
so much more forcefully, 
naturally, sincerely or per- 
suasively by ignoring all the 
rules—will carefully — refrain 
from giving us an example of 
their powerful un-English 
activities. 

It is equally certain that not 
more than one correspondent in 
20 will understand what the war 
is all about. 

As long ago as 1946, for in- 
stance, some mild remarks about 
grammar that appeared in this 
column caused a howl of abuse 
so loud that it was heard in New 
York, where Printers’ Ink de- 
voted its editorial to “A plea for 
bad English”—a plea that lost 
most of its weight when it be- 


More heat drink 
WATNEY’S 


than any other 


BROWN ALE 


HAVE yot TRIED IT? 


J 


How do you feel when you see 

this advertisement? As an eye- 

catcher, ye gy thinks, it takes 
ak 


nw of beating. 


By COPYTASTER 


came clear that the president and 
publisher (who wrote the article) 
and the editor, who passed it for 
press, believed that short sen- 
tences, split infinitives and sen- 
tences ending with a preposition 
were invariably “bad English.” 


Use of condemnation 


It seems to me that th¢ only 
lapses from grammar in adver- 
tisement copy that really call for 
condemnation are the undeliber- 
ate mistakes the inadvertent 
solecisms that make your client 
look not only careless but un- 
couth. Only an ass would object 
to “Me for MacDougall’s”, but 
every reader of taste and sensi- 
bility will shudder at “This is one 
of those books that should find 
itself on every advertiser's 
library.” 

As R. L. Finn suggested a fort- 
night ago, English is a very flexi- 
ble language and there are few 
rules of grammar that can never 
be safely broken. But the law 
breaker needs to know the law 
and know precisely why and how 
he is breaking it. Even then, 99 
times in 100, he will prefer the 
narrow but more elegant path. 


My own favourite peccadillo 
at the moment is a publisher's 
advertisement in Which a new 
novel. is described as “a Book 
Society recommend.” 


* * * 


CONSTANT READERS of Guin- 
ness advertising report that the 
word stout never appears except, 
I suppose, on the picture of the 
bottle, and I am not entirely sure 
that Bass and Worthington ever 
refer to beer or ale in their copy. 
It must be very splendid to be 
so famous and to be able to take 
such a lordly attitude, but it can 
be a very dangerous game if you 
are less well known than you 
suppose. 


Mackeson's, for example, have 
utterly baffled me. Their draw- 
ing could represent a full-bodied 
ale, such as draught Bass, a 
brown ale, or a stout, and only 
on a third reading of the copy 
did I find the word stout hiding 
coyly in the seventh line of the 
text, 

Can this be good advertising? 

1, myself, have no idea whether 
Mackeson make anything but 
stout, and surely there must be 
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Fact or fancy? 
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English—and the See 
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Only the most fond 
and tender-hearted 
client or copy chief, 
in Copytaster's 
opinion, would 
have held back 
from drawing a 
blue pencil through 
the whole of the 
first paragraph. 
The attention of 
readers’ is so hard 
to obtain that, once 
| 
captured, it should \ 
be firmly held until 
the essence of the 
story has been put 
over. 


thousands of others in equal ig- 
norance-—-or even greater, for 
they may not have heard of the 
stout itself or, for that matter, of 
Mackeson’s 

One has heard that brewers as 
a class are very high on the black 
list of the Society for the Pre- 
vention of Cruelty to Copy- 
writers: but Mackeson’s are ob- 
viously an exception. Listen to 
this: 

Fact or Fancy? 

Is personal pleasure fact or 
fancy’? You've just got a rise- 
that’s fact! The delicate bloom 
of purple heather on the hill- 
side-—is that just fancy? 

Fancy a glass of Macke- 
son's? 

There's pleasure for you! 
Fact or fancy, there’s no deny- 
ing the exquisite sense of ful- 
filment, etc., etc, 


Blue pencil use 


Only the most fond and tender 
hearted client or copy-chief 
would refrain from drawing a 
blue pencil through the whole of 
that first paragraph. The atten- 
tion of readers’ is so costly to 
obtain that, once captured, it 
must be held in a firm grip until 
the gist of one’s story has been 
told. How many readers would 
this hold, and for how long? 


* * * 


I THINK it was a silver polish 
could it have been Goddard's? 
that was launched about a year 


‘s 


A, 


BN 3 
MACKESON’S! 


So strong—so smooth 


ON SALE THROUGHOUT TUL COUNTRE 


ago with a picture of a woman 
with three arms. Perhaps there 
was something in the copy about 
the product being as good as an 
extra hand. 


Making light work 


Whether Watney’s decided that 
many hands made light work for 
Goddard's I do not know, but 
here we go again and it makes 
me feel pixylated even to look at 
their advertisement. 

Perhaps that was the idea. 

As an eye-catcher it takes a lot 
of beating, and although | think 
that as an 1}-inch triple column 
it had type too big for really easy 
reading, | am convinced that this 
has made a really powerful im- 
pact on its readers, The story is 
the oldest of old hats, of course, 
but it is none the worse for that. 
People follow the crowd in 
casual purchases of this kind, 
and success does breed success. 


* * * 


From New Zealand comes a 
proprietary medicine advertise- 
ment of such original gaiety that 
a few extracts, beginning with 
the headlines, really must be 
recorded here: 

Dosty-Do 
$0,000,000 Doses 
(3 Puffs to a Dose) 
ot Aspaxadrene are inhaled 
yearly, all over the world (near 
enough) from Peru right round 
to Perth; letters of apprecia- 
tion . . . have actually (literally 
. actually) been received (un- 


@ Continued on page 656 
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‘THE MOUNTIES’ RIDE 
to a Richard Shop! 


2 

& 

+ 
* 
3 
2 
= 
24 
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Reprinted from 
P, One the 
a Oe RICHARD SHOPS placed this advertisement in the 


** Evening Times”’ 
Glasgow EVENING TIMES and next day made a 


ADY “ Katie” Boyle, of front page picture story ... RICHARD SHOPS— 


television fame, opened 
the first Scottish Branch of yet another new advertiser for the EVENING TIMES 


Richard Shops, specialists in 
reasonably priced women’s —the only Scottish evening paper with over half a 


fashions, at 130 Sauchiehall 
Street, Glasgow. 


Mounted police controlled * |.P.A. National Readership Survey. 
a crowd of several hundred 
people who gathered on both 


sides of the street to watch the 
star cut a tartan ribbon at the E Vv = N 4 N G 


entrance to the premises. 


The picture shows Lady 
Boyle—twice! An “ Evening 
Times” photographer caught ee 
this mirror reflection, with very = 
happy results. 


65 BUCHANAN STREET, GLASGOW, C. 56 FLEET STREET, LONDON, 


million readers. *52°% of whom are women. 
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THE 
SCOTSMAN 


The Scotsman is read daily by the most 
influential people in Scottish business 
and social circles. These readers have 


the means to purchase the quality goods 


and services advertised in its pages. 


SCOTLAND’S NATIONAL NEWSPAPER 


Member A.B.C. 
North Bridge 63, Fleet Street 
EDINBURGH LONDON, E.C.4 


THE NORTHERN WHIG 


AND BELFAST POST 


hates ond Details ‘rom - 
STREET ie 


EC.4 
TRAL 9179. 


ICE! 


AD OF 
amine S'’ BELFAST 
PHONE: BELFAST 22884 


This advertisement, 


mn DOSEY - DO — 
50,000,000 Doses «1 Fess tos Dew) 


of Aspana re inheled yearly, all ba the world aS 

from or" Tight 1 ‘od to Berth tation ct 4 y 

and address ie prouad in monthiy ect 
tually) been received (unaszed for) hy Fo = 


ENGLAND, IRELAND, SCOTLAND, WALES, SWEDEN, ROLLAMD, 
BELGIUM, FRANCE, PTALY, JUGOSLAVIA, CYPRUS, ISRAEL, 


MALAYA, BORNEO, VIETNAM, KOREA, CHINA, HONG KONG, 
JAPAN, PUILIPPINES, INDONESIA, NEW GUINEA, PAPUA. 
NAURU, 3. 
FUL, USA, (a, Arison, WY 
AMERICA, LIMA, PERU, ARABIA, NZ. (in bundreds) 


the company prospectus and the 


described by Copy- | agg EL oh “tar, etieaey st ~ 
taster as of Prep gm po thee on E> gr] fongeatir a = 
of vrunchitie, nasal 7 4 eke fever, fa, ete 


“original gaiety,” is 
on behalf of a pro- 


prietary medicine 
and comes from 
New Zealand. As 


this illustration ne ecg Raden” nw rrere welve awa hened see io sateetoes 

k and « ‘ have geod vl vast" —twe're t img you. 

es clear, the The price 1 7 1 — paltry 14/8 (O00 doses). } 
copy has been AU chemists of perapicurty and perspieacity 


arranged in a very Wrotesate 


solid style. 


asked for) from over 47 
countries. ... 
Not one penny spent on ad- 


vertising except Australasia. 
Proving indisputably, un- 
doubtedly, incontestably, the 


efficacy of time-tested seconds- 
acting, safe-proven, atomised 
inhalant Aspaxadrene for the 
relief from the bronchial 
spasms of asthma and the 
congestion and discomfort of 
bronchitis, nasal catarrh, hay- 
fever, "flu, etc. ... 

S’no Use if you are an 
abominable NO man—don’t 
try this treatment. 

Above figures could probably 
have been much improved 
upon, but we've been so 
awfully modest, however, we've 
awakened up to ourselves and 
at last have had a good old 
“bash”—(we're telling you). 


All chemists of perspicuity 
and perspicacity. 
* * * 


I aM beginning to think that 


earne th as of dears yearty for Austrein 
Seuaton onl ae eS ee 
Used by everyone trom Vice-Beoyalty tw & 
ome. ray and liquid, babies end edulte my trom 
‘ene $7 ') seupelaniine, cocaine, pe ge eed rine, of any 


q Pe ~ "Use if you are ap shominabie NO man-—od't try this Lrea' ment. 


Getributer, Sheriend & Co., Lid. Weltingten 


insurance policy are not the only 
documents where the most impor- 
tant words are in the smallest 
print. There is current, for 
example, a picture of a mother 
and children beside a huge head- 
line: “Now! They can keep 
those lovely teeth all their lives. 

Then buried deep down in 
some very small and crowded 
copy come the operative words : 

you will use A——— regularly 
and make your children do the 
same, you can reduce the chance 
of decay by more than half.” 

In fact, the headline should 
read “Now! They can keep half 
those lovely teeth all their lives.” 
It all shows that half a truth is 
better than no headline 


* * * 
and 


two 


CHRISTMAS IS upon us 
already I have found 
“presents with a future” in one 
magazine—Antler luggage and 
Ekco Domestic Plastics (not a 
name to conjure with). I much 
refer: “Players- ~the present 


t's never exchang 


WONDERFUL 


LAMP 


The Osram “family” 


illustrates the value of good lighting for the 


leisure hours in this display window at the head office of the General 


Electric Company, ~*~ “Father” 


and “Mother” are shown on either 


side of the very orderly child. 
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influence + authority + impact 


OGU 


has them all (and its 1} million readers know this!) 


because women who read Vogue buy from Vogue. 

What they see in the magazine —in the advertising and editorial pages — 
makes its mark with them. 

Here is proof: over three thousand copies of one dress 

were sold after it was seen in August Vogue. 


because for almost forty years 
Vogue has been unsurpassed in the fashion field — 
the first choice of well-dressed, well-informed women. 


because of the immediate importance of what Vogue says. 

Take colour, for instance. The tremendous impact of Blue Sapphire 
— Vogue’s Autumn fashion colour promotion — 

on Department Stores, their customers, and the Press, 

has made it 1954’s most talked-of fashion colour. 


te 

iene 

Coed Gaeees pe é rr = 4 
4 
sea | 
4 a : _ 7 
, aia a 
7 
vs © 7 
THE CONDE NAST PUBLICATIONS LTD., 37 GOLDEN SQUARE, LONDON, W.1 | 


ADVERTISER'S WEEKLY 


ee 
ai 


This _— alone, over 


as ‘Saki USE PINGS LAN mIkst epiny’s | 
ASE i) mK SOUT HS) 


MSEKUEPINGS 


fd 


bare Seats be, 


is .. . Of these unrivalled 
: To the advertiser who seeks specialized domestic media 
4 this unique series offers the best of both worlds. It offers: 
# iam j TITLES FOR 1955 
a: a circulation which, because of the 
YS 1 ; oe ia International Kitchen 
é ‘i attractive —— and modest eke tities 
&¥ price of the booklets, is unmatched, and Home Loundry 
Ne : 9 a length of life, as reference books, Sandwiches and Picnic Meals 
e which is normally found only in aes 
K far more expensive volumes goer 
- More Cake Recipes 
: The series is printed in monochrome and full-colour Invalid Cookery 
i , gravure, with a uniform page size (94” x74") which High Tea and Snack Meals 
allows a considerable saving in production costs if spaces Farmhouse Recipes 


Wedding and Birthday Cakes 
100 Meat Recipes 


are taken in two or more booklets. The rates are: £100 
per page monochrome, £150 per page full-colour. Only 
full page bookings are accepted. 
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booklets have been sold 


Send for specimen booklet from 


OLIVE A. BIRD, Advertisement Manager, Good Housekeeping 
28-30 Grosvenor Gardens, London, S.W.1 SLOane 4591 


(0d HOUSeKeepine’s 


one-and-sixpenny gravure 


COOKERY and HOUSEHOLD BOOKLETS 


The National Magazine Company Limited 


Publishers of GOOD HOUSEKEEPING, HARPER’S BAZAAR, VANITY FAIR, HOUSE BEAUTIFUL, SHE, THE CONNOISSEUR 
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How to solve the young 
ad artist’s dilemma 


By 


[HE struggling young artist 
is no phenomenon ; he— 
or she—appears in countless 
stories, and a number of 
authors would miss this stand- 
by in their plots if all art 
work afforded high payment. 

Unfortunately, the artist who 
cannot make art pay exists in 
real life, and appears only too 
frequently before those whose 
job is to buy “commercial art.” 
Nearly every boy or girl leaving 
art school knows the feeling of 
high hopes with which they set 
out with their portfolios, full of 
nude studies, designs for book 
jackets and little black and white 
sketches of this and that. 

At their first call they are 
secretly full of yg gee | 
have done well at their school, 
and loving relatives continually 
raise their work. If they are 
interviewed by someone kind— 
and most art directors seem to be 
kind to young artists—they may, 
be told why theirs lacks buying 
attraction. They may be let down 
gently by being told that their 
work is liked, and that they will 
be contacted if anything is likely 


KATHLEEN HOWIE 
Director, Vale Studios Lid. 


to come along that calls for their 
style. 

In many cases that is the last 
that they hear from their inter- 
viewer, Sometimes they are 
given the sound advice that they 
should try and get employment 
in a commercial art studio in 
order to gain experience. 


The automatic pattern 


Now why is it that this pattern 
is followed almost automatically 
by students leaving art school 
who hope to earn their living by 
their art work ? 

Mainly because the art schools 
—admirable for teaching art with 
a capital “A”—do not teach the 
strict discipline of commercial 
art, in which the artist's ego has 
little or no place. Even the type 
of book jacket that calls for an 
abstract design has to conform to 
certain requirements of the pub- 
lisher commissioning it, and 
many artists find a difficulty in 
appreciating this fact and feel 
that because they are artists, they 
should know best. They forget 
that the publisher has his finger 
on the public pulse (he has to 


have it there if he wishes to re- 
main in the business) and he com- 
missions the type of work he 
thinks will help to sell the book. 

What is the answer to the 
problem ? 

Surely it is fairly simple. 

The young artist who decides 
on commercial art as a means of 
livelihood must settle down to 
study what it really means. 
Emphasis can once again be 
placed on the need for discipline 
——as against personal self-expres- 
sion. 

Naturally everyone has a par- 
ticular style, but it is possible to 
mould that style into a form 
acceptable to potential buyers. In 
commercial art, the highest fees 
are usually obtained from adver- 
tising and magazine fiction illus- 
trating. Every type of subject is 
covered in advertising, but 
throughout the same rule applies, 
the highest possible standard, 
and that is why good prices are 
paid. Yet numbers of artists— 
who will not be sufficiently self- 
critical—wonder why they can- 
not break into this market. In 
any case they usually try to do so 
before they have sufficient experi- 
ence in less exacting work. 

A well-paid field is high-class 
fiction illustrating, where there is 
a continual demand for the work 
of good artists in the monthly and 
weekly women's magazines. With 
this door wide open, the average 
young artist has no idea how to 
aim at the perfection wanted. 
Good figure work is essentia] and 
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is generally lamentably lacking in 
nearly all people starting out and 
hoping to make their art pay. 
Many can do passably good work 
in reproducing posed figures— 
one sees dozens of their studies 
of nudes—but action in a figure, 
or a drawing that tells a story 
with the figures is quite a different 
matter. 


Use of sketchbook 


Expensive models are not 
necessary to learn smooth and 
easy work. A sketch book con- 
tinually in use with records of 

people doing things, getting on a 
ion walking, drinking, dancing, 
laughing, crying, in short, any- 
thing and everything, will teach 
the artist to get a natural slant 
on figures. The study of the 
work of any leading illustrators 
will show their ability to convey 
movement and action where 
necessary, or the thoughts run- 
ning through a person’s mind 
shown by the facial expression. 

Admittedly a start has to be 
made and nobody can hope to 
jump into the ranks of the first- 
class illustrators without experi- 
ence. But the leading illustrators 
should be the patterns and the 
standard of measurement must be 
high. Every student should com- 
pare his work with the artists who 
regularly appear as illustrators in 
the leading Fleet Street maga- 
zines. If he is honest with him- 
self when he makes this com- 
parison, he has more hope of 
success. 


Quality Displays that 
inbrigue 


Some displays need to appeal forcefully— 
others must intrigue the public. Here you 
see one of our recent productions for a 
World-famous Cosmetic house. It not only 


stops—it intrigues ! 


Sales-Aids. 


next job. 


CRAFT 


8 8 ACRE 
LONDON 


We at Display Craft have over 30 years of 
experience in the production of quantity 
If your appeal is at the 
Point-of-Sale, why not let us handle your 


DISPLAY 


BRIxton 7871 (4 lines) 


LTD 
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House-to-House distribution of samples, circulars, coupons 
or catalogues is a medium on its own — and one that is 
growing in importance. More and more advertisers are 
coming to realize that distribution can give a telling per- 
sonal touch to a sales campaign. It can place the product 
in the hands of the householder, or drop an attractive, 
persuasive leaflet into the letterbox. It can cover selected 
areas at chosen times, or every town in the country simul- 
taneously. Whichever way this flexible system is used, it 
is cheap, quick and effective. 


We are proud of our list of regular clients. They are among 
the biggest advertisers in this country and they have found 
house-to-house distribution a thoroughly reliable and 
successful medium. Their trust in our organization is our 
finest testimonial. If any other is needed, we think it is 
best provided by proof of the time and trouble we have 
spent in making our distribution service almost 100% 
effective. 


Supervision of field staff is, we believe, the basis of our 
efficiency. Our distributors work in teams made up of four 
women resident in the area they operate in, and one full- 
time supervisor. Over every ten teams there is an inspector ; 
over him a chief inspector. As a final check, our own 
research staff make regular inspections. 


Up-to-date maps ensure that distribution is accurately 
planned and that teams can go to work quickly and 
effectively. Our maps cover every town in the country. 
Information about new housing estates, etc., is sent to us 
by our team workers and enables us to keep our maps 
up-to-date in every detail. Copies of maps are sent to 
clients, team supervisors and inspectors. 


Costs of house-to-house distribution are remarkably low, 
averaging in bulk, £40 per 11,000 distribution. This is 


considerably cheaper than postal charges on the same 
number of samples or circulars. 


21 LEIGH STREET, 


House « House 


Distribution 


a nation-wide advertising medium of growing importance 


If you are interested in house-to-house distribution, write for our 
comprehensive booklet. 


Circular Distributors Limited 


LIVERPOOL 


System of distribution varies from client to client. It is 
possible to exclude certain income groups; to deliver to 
houses with garages, television or gardens; to carry out 
nation-wide distribution or concentrate on a single area at 
a time. Distribution averages 11,000 per week per team 
but varies slightly according to system and locality, 


The following are actual examples of distributions 
carried out by us during 1954 and will give a good idea of 
how flexible the system is: 


A large detergent sample was distributed to every house- 
holder in every town throughout the country over a period 
of four weeks. The total weight handled was about 
2,000 tons. It involved over 2,000 field staff and nearly 
500 vehicles. Over a million personal calis were made, the 
balance being straight distribution. Total number distrib- 
uted in four weeks was more than 10,000,000. 


A breakfast cereal in the form of two large samples banded 
together was distributed to all households in towns, area 
by area, in conjunction with a sales drive in each area. 


A large multiple store organization distributed a Christmas 
catalogue to nearly 1,000,000 householders in selected areas 
in the vicinity of each branch. 


An oil company specified selected distribution of samples 
to householders with garages. 


A food product sample, running into several! millions, was 
distributed to all householders except those in Class E. 


We regularly handle distribution for such large advertisers 
as Lever Brothers Ltd., Hudson & Knight Ltd., D. & W. 
Gibbs Ltd., Pepsodent (Sales) Ltd., The Shredded Wheat 
Co,, Ltd., Cadbury's Ltd., Westminster Laboratories Lid., 
E. C. De Witt & Co., Ltd., Standard Brands Lid., The 
Nestlé Co., Ltd., Symbol! Biscuits Ltd., C. & A. Modes 
Ltd., Great Universal Stores Ltd., and many others. 


1, LANCS PHONE ROYal 8861 
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Ad Man’s Bookshelf 


How to make two sales grow— 
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where only one grew before 


S the publisher's notice has 

it “This book* describes 
the simple but effective 
methods that Elmer Wheeler 
has used in making two sales 
grow where only one grew 
before.” 


Should there be those who 
do not know of Mr. Wheeler it is 
worth pointing out that he has 
been responsible for such works 
as “How to make your day- 
dreams come true,” “How to sell 
yourself to others” . and the 
“Fat boy's book.” Moreover, he 
is sales consultant for scores of 

rominent firms in the United 
tates, 


Twisting the phrase 

This author has tested thou- 
sands of word-combinations and 
selling points on millions of cus- 
tomers at the point of sale. He 
shows in this book how the slight 
twist of a phrase may make the 
difference between success and 
failure in selling a product. The 
way to build up selling sentences 
and how to test them on the cus- 
tomer is also indicated. 

In a foreword, H. W. Hoover, 
president of the Hoover Com- 
pany, draws attention to the fact 
that for the past 10 years it has 
been the “sole business of Mr. 
Wheeler and his staff of word 
consultants to survey and analyse 
selling words and techniques. | 
understand that to date they have 
tested over 105,000 words and 
word combinations on upwards 
of 19 million people.” He goes 
on to stress that the book is based 
upon “Five Wheelerpoints.” 


The basic points 


What are these Wheelerpoints ? 
They are set out in five chapters 
headed “Don't sell the steak——sell 
the sizzle !", “Don't write—tele- 
graph,” “Say it with flowers,” 
“Don't ask if--ask which !", and 
“Watch your bark.” 

Summarising the fifth point, 
Mr. Wheeler writes as follows: 

“Have the ‘voice with a 
smile’—but the smile that 


* Tested Sentences That Sell, by 
Eimer Wheeler, blished by The 
bea By Work (1913) Ltd., price 


hasn't the insincerity of being 
automatically ‘turned on’ for 
the immediate benefit of the 
prospect. Don't ever smile in- 
sincerely, like the wolf at Red 
Riding Hood's door! (the 
italics are Mr. Wheeler's). If 
you fail to smile, if you stick 
your chin out, or if you look 
grim, down ‘and out, tired, 
bewildered, scared, or over- 
confident, you are SIGNALLING 
(Mr. Wheeler's capitals) the 
prospect to BEWARE ! (likewise 


Mr. Wheeler's capitals). The 
last principle, therefore, . 
make your sales talk ‘stick’ 
to watch HOw (same again) 4. 
say it. So apply Wheelerpoint 
5, “Watch your bark,” and then 
watch your sale go merrily 
down the road to success ! 
(once more the capitals are Mr. 
Wheeler’s).” 

On the subject of quoting the 
price, the author advises against 
approaching the matter at an 
early stage: “Say, ‘I am coming © 


to price, but first let me show 
ou this feature.’ Or say, ‘First 
et me show you this.’ Or, ‘I am 
glad you brought up price, for I 
have a surprise for you. First, 
though, let me show you another 
benefit you will receive.’ 

“If price is discussed before 
the prospect desires the product, 
price means nothing. 

On the final page of this fifth 
chapter are the words, in italics, 
“The wooden Indian never made 
a sale.” 


What every journalist should know 
about the law and his craft 


Essential Law For Journalists, edited 
by L. C. J. MecNae, published by 
Staples Press Lid., price 10s, 6d. 


N a clear, concise and read- 

able form this book pro- 
vides a great deal of the 
information that a journalist 
should know about the law as 
it affects his craft. 


Gap made good 


As the introduction points out 
it “makes ae a gap on the 
shelves of the newspaper library 
of reference books which has 
been vacant for a long time.” 
Chapter headings include 
“Admission of the press to 
courts,” “Restrictions on publica- 
tion,” “Contempt of court,” 
“Defamation,” “Copyright,” and 
“Illegal advertisements.” 

Concerning the last mentioned, 
the chapter is sub- divided into 
sections such as “Betting and 
lotteries,” “Excepted lotteries,” 
“Prize competitions,” W nae oe 
words and last lines,” “Footbal 

ls,” “Crossword uzzles,” 
“Unlawful competitions, ” “Ready 
money football betting,” “Money- 
lending.” and “Medical adver- 
tisements.” 

For those writing for the Scot- 
tish press there is a Scottish 
supplement. There is also a 
very useful index. 

Among the illustrations cited 
under “Unlawful competitions, 


is the device resorted to by pro- 
prietors of a newspaper to in- 
crease circulation. hey distri- 
buted medals gratuitously among 
the public, each medal being 
numbered and bearing the words 
“Keep this; it may be worth 
£100. See the Weekly Telegraph 
to-day.” The winning numbers 
were arbitrarily selected by the 
proprietors and were published 
weekly in the newspaper. It was 
held that the scheme was a lot- 
tery, so that the proprietors were 
guilty of keeping the office of the 


newspaper to “exercise or ex- 
pose” a lottery contrary to the 
Gaming Act, 1802, section 2. 
Another newspaper, the book 
oints out, tried to boost circu- 
ation by publishing an invita- 
tion to tradesmen to advertise in 
its pages, such advertisers to re- 
ceive from the newspaper num- 
bered tickets to give to pur- 
chasers at their shops. Subse- 
quently certain winning numbers 
were chosen by chance and pub- 
lished in the newspaper. Here 
again, this was held to be illegal. 


Stately homes in lavish review 


Connoisseur Year Book, 1955, b- 
lished by the Conno‘sseur, price "of 


RODUCED, as ever, in a 

lavish style, this year’s edi- 
tion of this notable annual con- 
tains features and photographs 
which will be appreciated by all 
lovers of fine art. 


Detailed descriptions 


Of special local interest, are the 
contributions describing famous 
English homes—-Raynham Hall, 
Norfolk ; Weston Hall, Stafford- 
shire, and the Manor of West 
Wycombe in Buckinghamshire. 
From the United States come five 
articles of outstanding academic 
interest, and from Portugal a 
beautifully illustrated and 
detailed description of the unique 


collection of coaches in the Lis- 
bon Museum. 


British aircraft 


British and Commonwealth Asad, 
published by Iliffe & Sons Ltd 


Descriptions, ein 
three-view  general-arrangement 
drawings and data tables are 
given in this collection of items 
reprinted from Flight for all 
current 1yPes of ‘British military 
and civil aircraft and machines 
now in production in Canada, 
Australia and India. 

Transport machines include the 
latest jet-propelled and turboprop 
airliners for the arterial routes 
of the world, and economical 
feederliners for “branch services.” 
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It is just 21 years since the first programmes were broadcast from 
Radio Luxembourg. Soon this commercial station was to become the most 
powerful in Europe. Today —as in the past — Radio Luxembourg 
is looking to the future ... by mid-January next year a great new Television service 
— Tele-Luxembourg — will be in operation, covering extensive areas of 
Northern France. Thus the vast international experience acquired over the past 

21 years in Commercial Sound Radio will be applied to the rapid 

development of this new mass market medium. Whether on sound or 

vision our experience is at your disposal. 


x 


RADIO LUXEMBOURG (LONDON) LTD - 38 HERTFORD STREET - LONDON Wi 
GENERAL MANAGER: G. CLEMENT CAVE 
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COUNTY DURHAM Legal Queries Answered 


What a county to explore! 7 


ommission and the free- 


Tell SUNDERLAND — Tell the HaRTLEPOoLs «= lance space salesman 


of your wares. Tell BILLINGHAM — Tell 
STOCKTON-ON-TEES of what you have to offer 


. . and book your space well ahead to 
exploit this large and responsive market, 
made up of all income groups, and covered 


by the 


Sunderland Echo 
Northern Daily Mail 


WEST HARTLEPOOL 
BILLINGHAM STOCKTON 
EXPRESS EXPRESS 


THE PAPERS WHICH PULL THEIR WEIGHT IN FAMILY ORDERS 
THEY ARE OF IMMEDIATE IMPORTANCE TO EVERY NATIONAL ADVERTISER 


LONDON OFFICE; 85 FLEET ST., E.C.4 Telephone: CENcral 2845 


ee ae e 


This 4 oe 


™ 


ADVERTISING DISPLAY Littl. tonoos, ws 


SHOWCARDS - CUT-OUTS - POSTERS - WINDOW DISPLAYS 


| 
| 


A CORRESPONDENT has 
asked me to explain any 
| differences which may exist be- 
| tween the rights of a free-lance 
space seller, on the thorny sub- 
ject of commission which may 
be due to the seller, after he 
and the publishers have parted 
company. 

The subject is of practical im- 
portance and will continue to be 
a matter for argument as long as 
the parties do not attempt to 
regularise their sition at the 
time they enter into their busi- 
ness relationship, and put into 
writing the terms of their agree- 
ment. When the parties con- 
cerned do not, the position is so 
obscure that even the judges are 
puzzled and differ one from the 
other. 


A complex situation 


Some few years ago, however, 
three of our most brilliant judges, 
sitting in the Court of Appeal, 
attempted to unravel a complex 
situation with regard to a staff 


two against one, but what the 
two decided is now the law on 
this subject, and can only be 
upset either by legislation— 
which is extremely unlikely— 
or a House of Lord's decision. 
Before we examine the position 
of a free-lance representative 
it is profitable to consider the 
Court of Appeal decision in re- 
spect to a staff man, and then to 
see if the position of a free- 
lance is different, and if so, in 
what way. 
remember always that we are 
concerned only with those cases 
in which there is no agreement, 
written or otherwise. A verbal 
agreement, it should be noted is 
binding on both parties, but the 
difficulty with verbal agreements 
is proving exactly what was 
| agreed ! 
In the Court of Appeal case, 
the representative was to be paid, 
so it was orally agreed, a weekly 
| salary of a certain stated figure, 
; and a commission on orders for 
| advertisements which he had ob- 

tained, and on orders sent direct 

to the publishers from his cus- 
| tomers, but the commission was 
not payable until publication of 
the advertisements. 

Lords Birkett and Singleton de- 
cided that the representative was 
entitled to the commission on any 


We must, however, . 


By OUR LEGAL CORRESPONDENT 


Our Legal Correspondent, 
a barrister who specialises in 
advertising law, answers a 
selection of queries received 
from readers. 

Readers are invited to send 
their problems, which will be 
treated in strict confidence. 

Replies will be forwarded 
by letter, without delay, to 
correspondents concerned. 

Neither the Editor nor our 
legal correspondent can ac- 
cept any liability for the 
opinions expressed. 


orders he obtained for the pub- 
lishers, while he was employed 
by him, even if the advertise- 
ments were, in fact, printed after 
he had left their employment. As 
Lord Birkett put it: 


“To decide otherwise would 
be to decide that, although the 
plaintiff had fulfilled his part 
of the contract, having ob- 
tained the orders in the course 
of his employment, and al- 
though the defendants had 
printed them and thus the 
benefit of his work, neverthe- 
less, he was not to have what 
the contract promised him 
because when the time for 
payment came he had been 
dismissed.” 


Less certain waters 


That type of situation can be 
easily understood, and generally 
accepted as seeming fair. When 
we come on to other types of 
orders, however, we move into 
rather less certain waters. As 
Lord Singleton said, a more diffi- 
cult situation arises in respect of 
an order for an advertisement to 
continue “until cancelled,” but he 
added, it was an order obtained 
by the plaintiff during his employ- 
ment and accepted by the defen- 
dants (that is, the publishers) and 
he did not see that a distinction 
could be drawn between this and 
an order for, say, 12 monthly or 
weekly insertions. In each case 
the insertion was the direct result 
of the order obtained by the 
plaintiff, and the defendants 
accepted it with the knowledge 
that commission would be pay- 
able to the plaintiff. 

The third judge, Sir Raymond 
Evershed, who disagreed with the 
other two judges, seemed con- 
vinced that once an employer and 
employee had parted company, 
the employee was not entitled 


@ Continued on page 668 
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This is a Rotair... 


A Rotair is a revolutionary development of the 
‘ abstract ' mobile. Like the original mobile it 
possesses the free power and fascination of 
perpetual motion. Unlike the ‘abstract’ mobile, 
however, the Rotair makes practical use of free 
movement and original design to animate a sales 
message. The Munchmallow Rotair illustrates 
the strong visual impact of “ Rétair design.”’ 
Perpetually powered by air currents, it 
becomes a brilliant point-of-purchase animated 
display — at showcard cost! Today more 

than two million Rotairs are selling every 

type of product in 30 different countries. 


A few of the world famous Rdtair users include 
British Thomson-Houston Co Ltd - C WS Ltd 
Cadbury Bros Ltd - Gillette Industries Ltd 
Thomas Hedley & Co Ltd- Hoover Ltd - Hovis Ltd 
J Lyons & Co Ltd Ronson Products Ltd 
Schweppes Limited - Shell Petroleum Co Ltd 
Spratt’s Patent Ltd - Trans-Canada Airlines 
Time-Life Inc - Messrs W D & H O Wills. 

Let us show you how we can translate your sales 
message into our medium. For further 
particulars and samples please contact The 
Miles Griffin Company Ltd, 4 Seaton Place. 
Hampstead Road, London N W 1, Euston 3941/2 


Rotair animation sells at showcard cost 
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As Christmas dra 


world’s two-thousand-yea 


in our hearts, 


WHET 


May the friends 


this season bring fulfilment 


and prosperity im 


* 
FROM {0 0 ADVERTISEMENT DIRECTOR, 


DAILY MAIL - THE EVENING NEWS - SUNDAY DISPATCH + DAILY SKETCH .- 
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This Christmas Gard 


reproduced by Silk Screen 


was designed by KARO 


We have retained his services 
to further our aim of providing 
originality of design 
backed by unrivalled craftsmanship 


TRAPINEX 


176-188 AGRE LANE BRIXTON LONDON SW2 - BRIXTON 2057 
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| ip that abounds 
» all our hopes of happiness 


' m: the New Year 


ANAGERS AND STAFF OF ASSOCIATED NEWSPAPERS LIMITED 


EEKEND MAIL 
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The perfect surface for airbrush or line work 

with reproduction qualities of the highest class, 

plus a drawing surface on the reverse side for 
pencil, pen or wash. 


DS DRAFTING CARD 
is supplied by the dis- 
tributors of Kodatrace 
and you are invited to 
send for descriptive 
leaflet and free test 
samples of both 
materials. 
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THE MODERN TRANSPARENCY 


SOLE OISTRIBUTORS 


H. C. STERN, CRAVEN HOUSE, 121 KINGSWAY, LONDON, W.C.2 


Telephone: HOL 6086 


Book space now in the NEW 
Justice of the Peace 


LOCAL GOVERNMENT REVIEW 


THE MOST POWERFUL SELLING MEDIUM 
IN THE MUNICIPAL FIELD 


LONDON OFFICE:— 
11 & 12 BELL YARD, TEMPLE'’BAR, W.C.2 
TELEPHONE, HOLBORN 6900 


WAITER TRAYS, 
SHOWCARDS, 
DRIP MATS, 
ADVERTISING 
POTTERY. 


CREATIVE COLOUR 
PRINTERS - ON 
METAL AND BOARD 


| to further 


| contract. 
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LEGAL’ QUERIES ANSWERED — continued 


remuneration—even 
though it was commission—unless 
it was expressly provided so in a 
Sir Raymond, indeed, 
quoted high legal authority to 
support his view, particularly that 


| of Lord Alverstone’s which was 


to the effect that if a canvasser 
was going to claim commission 


| after the expiration of his em-- 
| ome “there must be a special 


argain to that effect.” But, as 
we have seen, Sir Raymond was 


_ in a minority, and the decision 


of Lords Birkett and Singleton 
constitute the law. 


Entitled to commission 


The position of the free-lance, 
however, is much stronger than 
that of a staff man. There is no 
doubt that he is entitled to his 
commission, as he is in the posi- 
tion of an independent contractor, 
and not that of an employee. Sir 
Raymond Evershed conceded that 
in respect of such an independent 
contractor :— 

“The measure of his (the 
plaintiff's) payment was to be 
calculated not by the work 
done by him, but by the fruits 
of that work, and those fruits 
might very well accrue to the 
defendant after the termina- 
tion of the agency.” 

That is the position for all 
orders for a fixed number of 
advertisements, or for orders 
“until cancelled.” 

What of “repeat orders” ? 

If the free-lance is entitled to 
the “fruits” of his work, it would 


| appear that he is entitled also to 


commission on “repeats,” for 
they are the fruits of the initial 
order. In the case before the 
courts three years ago, it seemed 
to be mead that the staff man 
was not entitled to commission on 
repeat orders—that was why Sir 
Raymond Evershed argued that 
he was not entitled to the com- 
mission claimed, as he could not 
see the difference between a “re- 
peat order” and an “until can- 


celled order,” because they were 
both the result of the representa- 
tive’s initial endeavour—and no 
serious claim was made to them. 

The answer to the question “Is 
the free-lance entitled to com- 
mission on ‘repeats?’”, would 
seem to be “Not after the ter- 
mination of his agency—assum- 
ing that a free-lance representa- 
tive is an agent for the publisher 
—but he is entitled to his com- 
mission on all repeat orders 
while he is still acting as agent, 
that is selling space, for the pub- 
lisher.” In a recent case in the 
King’s Bench Division, the judge 
decided that in a written agree- 
ment which stipulated that an 
agency was to receive “five per 
cent on all orders, whether re- 
ceived direct or indirect and on 
all repeats... .” ‘The word “re- 
peats” meant repeat orders re- 
ceived during the period of the 
contract only. 


Appearance and dismissal 


To sum up, therefore, the le 
entitlement of a staff man, who 
has no contract with his em- 
ployer is to commission on ad- 
vertisements obtained by him, 
even though they do not appear 
until after he has resigned or has 
been dismissed; also on “until 
cancelled” orders, but there is a 
strong case against this last pro- 
position and it may be upset if 
ever a case goes to the House of 
Lords. 


The free-lance man, being an 
independent contractor and an 
agent for the publisher, is on 
stronger ground, because he ap- 
pears to be entitled to his com- 
mission on fixed period orders 
and until cancelled orders, even 
although they appear after ter- 
mination of the agency. 

Neither of them, however, 
seems to be entitled to commis- 
sion on “repeat orders” after the 
employment or the agency has 
been ended. 


This “log cabin” window display, designed to publicise “Carpet 


TD 
R E GI N A LD cO RK FI E LD L ‘O Fortnight,” won a prize of 10 guineas for E. T. D. Beckerlegge, of 


LOMBARD ROAD: MERTON: S.W.19 Hallett & Son Ltd., Weymouth. The judges thought that it “embodied 
TELEPHONE - LIBERTY 4606 (10 LINES) TELEGRAMS - REGICOR, PHONE. LONDON the most original and practical idea.” 
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ADVERT isinw G 
by 
TEE ISILON 


Come and see it 


The most sales-compelling pack on the counter can be 
a complete flop on the screen, Television has no respect 
for design or colour. 

If your clients are going to advertise by television 
you will want to check up on this now. At T.V.C. we 
have a closed circuit which enables you to see packs and 
products on the screen. We can also show you and your 
clients, sow, commercial T.V. as the public will see it next year. 

These facilities are available whether you intend to 
use any of our other services or not. But you do know, 
of course, that we can take everything off your hands. 
Our whole background is advertising, but we know this 
new medium so thoroughly that we can function as your 
T.V. Department, working with you all along the line. If 
you prefer to do the creative work yourselves, you will 
still want it produced, and we have first-class facilities. 
Whatever your plans, a talk with us will be time well spent. 


For successful Advertising by Television, 


LEAVE iI'xX 
TQ £2 = to plan 


= F| | to create 


to produce 


I’ Ve COMMERCIALS LIMITED A few “stills” from T.V.C. 
. uctions that we'd like to 


35 PORTLAND PLACE: LONDON : W1 +: LANgham 2000 show you. 
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World 


Puaretns §«TRaots 


Frederick Tihbenham Limited 


WEEKS 


TO GO! 


With the first issue in January, the 
page-size of the Furnisninc Worip 
will be increased. And Advertise- 
ment Rates will go up. 


But until January Ist you can book 
ae 1955 amg in the Furnishing 

rades’ leading weekly journal at 
1954 rates. Take advantage of this 
special concession by making your 
reservations NOW. 


BUT HURRY! 


There are only 
three weeks left. 


Better ring 


CHAncery 8844 at once. 


The Leading Weekly Journal of the Furnishing Trades 


180 Fleet St., London, E.C.4. 


Tel.: Chancery 8844 


| 
| 
| 
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Review of House Organs 


How to avoid the danger 
of being too good 


CPE of the pitfalls in the 
path of every journalist is 
smugness. And the antidote to 
smugness is sincerity. When 
industrial journalists are pro- 
tected from the searching tests 
of sales figures (as they so often 
are), and are also required to 
propagate the management 
point of view, smugness is an 
imminent danger. 

A reader wao signs himself 
“Venom” has written to the 
editor of National Post (National 
Cash Register) commending the 
paper’s style, but adding: “All 
the same, I cannot help wonder- 
ing whether everything in the 
NCR is, in fact, as wonderful as 
every issue of the Post is inclined 
to suggest or imply. I cannot 
believe that everything «in the 
NCR is as perfect as it could be. 
... I cannot recall the Post ever 
having printed anything designed 
to spotlight imperfections. .. . | 
have only once seen a question 
marked placed against an NCR 
activity or institution—that was 
in respect of tea in the London 
canteen several years ago.” 


Cleared of charge 


Since the editor of National 
Post prints the letter and invites 
criticism in a footnote he is, of 
course, cleared of a charge of 
smugness. The letter, however, 
underlines the necessity for sin- 
cerity in industrial journalism. 
An editor who pretends that 
everything is perfect and that 
nobody has any complaints soon 
loses his customers—though if his 
journal is given away he may not 
know it. 

On the other hand, the editor 
has a duty to his employers. 
How, then, to deal with com- 
plaints and grouses ? 

The only way is to publish 
them and give an honest answer. 
If necessary, management must 
be persuaded to give an official 
—and candid—answer. A house 


| organ with its head in the sand 
| is just a waste of money. 


THE RESULTS of a competition 
in which readers were invited to 
say what they would do if they 
were editor have been published 
by Naafi News. Here are some 

ints from the prizewinner’s £5 
etter : 

® Carry advertising so that the 

pores need not be s0 
eavily subsidised. Adver- 
tisements would be from 
“our principal suppliers, 


By BRIAN HILTON 


* “gTRIeT. 


FACT OR FANCY? 


How “Link-Up” publicised the 
speech of a critic. 


who would be expected to 
pay for the privilege” 
(sic !), and would be front 
and back. 

®@ Monthly publication instead 
of quarterly. 

@ More news from smaller sta- 
tions and less concentratian 
on headquarters. 

@ Regular photographic sup- 
plement open to all members 
of the staff not only to 
members of the photo- 
graphic section. 

@A “Slices of Life” feature in 
which members would 
describe their lives before 
and after joining the staff. 

@ More news, more humour, a 
cartoon and a pin-up page. 

Another competitor pleads for 
more realism without “glitter, 
gloss and glamour.” If she were 
editor : “You will see the mud, 
dust and the difficulties under 
which we really have to work, 
canteens before and after the 
searchlight has turned —_ 
them, pictures of troops before 
and after the Naafi pudding... . 
If, after the first issue, one little 
wrong is not righted, one little 
talent (still) veiled and un- 
heralded, then I shall retire and 
leave the field open again to our 
talented, resourceful and ever- 
ebullient PRO.” 

. * * 

Tus request for a “Pin-up 
page” is interesting, and it may 
seem remarkable to some how 
popular such a feature can be. 
The latest issue of the Goodyear 


@ Continued on page 672 
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“SCETAVLEX’ Cream 
ms 


Sell your 
Product m= 


ADVERTISER'S WEEKLY 


"D 
eure ats) Se sent a 
—— 


— 


Read with interest in 53 countries | 


The only journal published in this country which 
is specifically designed to sell British drugs, pharma- 
ceuticals, fine chemicals, cosmetics and allied products 
in overseas markets. The selling force of THE 
EXPORT REVIEW is founded on its world-wide 
coverage in specialised fields. 


Each month the paper 
is sent to 5,000 buyers in 53 countries who together 


business. 


represent an immense source of purchasing power. 
Regular advertisers, including those who use THE 
EXPORT REVIEW to supplement local overseas 
advertising campaigns, have found that publicity in the 
journal has opened new markets and increased existing 
There is no reason why your experience 
should not be equally encouraging. 


ADVERTISEMENT TARIFF AND SPECIMEN COPY ON APPLICATION 
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Better than ever—the 


AEROGRAPH 


THE E-54 AIR BRUSH 


is similar in all respects to the 
A-54 except that it is equipped 
with a large colour cup. 


A-54! 


UNIQUE 1954 DESIGN 
GIVES ALL THE FEATURES 
YOU HAVE ASKED FOR 


Practising commercial artistes who have tested 
these improved Aerograph Air Brush models 
hail chem enthusiastically as giving heavier 
colour density on first application, more 
sensitive control, better balance and greater 
all-round ease of operation — plus all the 
well-known Aerograph advantages. Write for 
details to the address below (Dept. 5 AB), 


AEROGRAPH 


AIR BRUSHES 


THE INSTRUMENTS FOR FINER EFFECTS 


The Aerograph Co. Ltd., Lower Sydenham, London, S.E.26 
Tel; SY Denham 6060 (8 lines) 


City Offices and Showrooms: 47 Holborn Viaduct, London, E.C.I, 


TAC 


2 
life. 


like. 


Director, 


ACHIEVEMENT! 


The directors and staff of The Londoner Ltd. take pride in 
announcing that on 
FRIDAY, JANUARY 14 
they will be publishing the 
1000th NUMBER of 


THE LONDON WEEK 


@ Here are the facts: since first publication in 1935 
circulation and advertising revenue have risen steadily 

hand-in-hand and not even the war checked them. 

The magazine is one of the few that have a seven-day 


@ It goes to all the places where advertisers like to be : 
in professional waiting rooms, clubs, restaurants, travel 
bureaux, enquiry departments, shipping lines and the 


* BS qquseind and wed upon both in and far away 
capital city. It aims at and achieves a satisfied 
readership and equally satisfied advertisers. 


After 1,000 weekly issues we feel that WHAT’S ON IN 
LONDON has fully justified its existence. 
you'll agree with us in this, 


Send for d Advertising 
What Oa tn London 3 Sa, Haymarket, S.W. 


Or. 


We're sure 


REVIEW OF HOUSE ORGANS—cont. 


DecemsBer 9, 1954 


Pin-up features are popular with some house organs. 


“Goodyear 


News” reproduced the above in a recent issue and hoped it met with 
approval. 


News drives home the point. 
“Since (we) commenced publish- 
ing photographs of Windmill 
lovelies many issues ago,” writes 
the editor, “we are always being 
requested for yet more. So here’s 
a new one which we hope will 
meet with our readers’ approval. 
Windmill girls are renowned for 
their beauty and grace—and 
when they're dancing they never 
slip, for they like Goodyear stick- 
on soles, which prevent any 
danger of slipping on the stage.” 

The scene Goodyear News re- 
produced (it is also shown on 
this page) was from the finale 
of one of the Windmill Theatre's 
latest productions. ; 

As a warning to its readers, 
Goodyear News (Goodyear Tyre 
and Rubber Co.) has printed the 
Advertising Association's article 
on “The block racket.” Other 
papers please copy; it will save 
their customers a lot of worry and 
money. 


* * * 


THE pBicoest stir of a life he 
makes continuously exciting was 
created by R. J. Gregg, publicity 
manager to the Gas Council, 
when he addressed the Scottish 
Association of Gas Managers at 
Aberdeen recently. He lashed the 
industry with such passages as: 
“An appreciable portion of our 
showrooms are about as appe- 
tising as a bowl of stale porridge. 
‘ We are far too busy selling 
ourselves rather than gas. . . . Pub- 
licity material is not designed and 
prepared for the express delecta- 
tion of the industry, and should 
be criticised only by those com- 
petent to do so.” 

Heading his talk “Strictly busi- 
ness,” Mr. Gregg had a terrific 
press in the gas journals, not all 
of it uncritical. Now, Link-Up, 
house journal of the North West- 
ern Gas Board, has jumped into 
the fray. Quoting a large part of 
Mr. Gregg’s address (and illus- 
trating it with a Sallon caricature 
which must have been lent by 
Mr. Gregg) Link-Up invites its 
readers’ opinions of Mr. Gregg’s 
“hard-hitting views.” The re 
sponse will be interesting. But 


in its lively and characteristic re- 
action, Link-Up is being exactly 
what Mr. Gregg wants the whole 
gas industry to be—bright, inter- 
esting and enterprising. 

* * * 

Do your readers read? And 
if not, what do you do about it? 

An interesting study of the 
problem, entitled “Editing for 
employees who read hardly any- 
thing,” was published in Personnel 
Journal, house organ of Olin In- 
dustries of Connecticut, and in 
view of its frankness was quoted 
by Stet, the house magazine for 
house magazine editors, published 
by the Champion Paper and Fibre 
Co. of Hamilton, Ohio. 

“Maybe 1§ to 45 per cent of 
the audience does not read. Why 
don’t employees read? All sorts 
of reasons,” 

There is a lot of good advice in 
the article. Here is some of it: 

Never print a picture thas 
presents an employee in an un- 
favourable light or that has 
no one in it somewhere, or 
that shows an employee scowl- 
ing at the camera. Take on- 
the-job pictures whenever pos- 
sible. Always tell the employee 
in time for the girl to get her 
hair washed and the man to 
have a shave and a clean apron. 

Unless you are going to make 

studio portraits of all em- 

ployees pictured, do not print 
studio pictures of top manage- 
ment—the boss will look better 
at his desk anyway. 

* * . 

A FEATURE “Apprentice of the 
month” is run by Team Spirit 
(John Laing and Son, Ltd.) and 
amounts to a couple of sticks of 
biography and a picture, That it 
is successful is evident from the 
fact that that number 25 has now 
been reached. 

* * * 

Orner peopte’s hobbies are 
often interesting, but the articles 
should be frank about the 
economics, especially if it is a 
paying hobby. Coal (National 


Coal Board) are doing this kind 
of thing very well under the 
feature heading “People make 
the news.” 
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BUY A LIMOUSINE 
TO TOOT 
THE HORN? 


Tue First QUESTION our clients ask about commercial television is: How 
expensive will the production of commercial television spots be? In the words 
of the late Dr. Joad it depends what you mean by production. If, as happened 
in the early days in America, no rein is put on production costs .. . if, so to 
speak the producer buys a limousine to make the sound effect of a motor horn, 
then, of course, commercials will be expensive. But if the normal advertising 
procedure of computing costs against expected results is followed, then one can 
cut one’s television coat according to one’s cloth. 


; 


At GRAHAM & GILLIES, we’ve made it our business to find out all 
about commercial television, and our knowledge permits us to see commercial 
television in its proper perspective: as a normal advertising agency function. 
Graham & Gillies are ready now to plan, write, visualise and go into the 
economics of commercial television campaigns. We've asked ourselves all the 
questions relevant to this powerful new advertising medium and we’re confident 


that we'll be able to make every penny of your advertising work like twopence 
to produce more sales. 


GRAHAM & GILLIES LTD 


Incorporated Practitioners in Advertising 


37 Golden Square, London, W.1 


GERRARD 9121 (10 LINES) 
(By the way, we've written a booklet, telling you all about the agency. May we send you a copy ?) 


LOS ANGELES 
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Trade and Technical Press Viewpoint 


Special supplements that 
pulled the business 


By SCRUTINEER 


PULLING in the business by 

means of supplements, sur- 
veys and features spotlighting 
individual production centres, 
or specific products from a 
variety of centres, is something 
which most trade journals have 
at least tried. 

That many have not achieved 
the desired success is evidenced 
by the absence of repeats. Not 
that one expects a supplement in 
every weekly or monthly issue ; 
that would carrying sectiona- 
lisation much too far. But, in 
general, these special efforts ap- 

ar either to hit the jackpot and 
Cooanee annual or bi-annual 
events, or they fail and are 
dropped completely. 

Undoubtedly, there are numer- 
ous reasons that may be ad- 
vanced for the failures, but judg- 
ing from the successes, the nature 
and presentation of the editorial 
content is of prime importance. 
There are still a few journals 
which get away with special 
numbers or supplements, the edi- 
torial of. which is nothing more 
than the blatant repetition in 
type and illustrations of the ad- 
vertisers’ announcements, but the 
majority have found that the 
essential basis lies in construc- 
tive and authoritative articles on 
merchandise trends, planning, 
glam and selling, and the 
ike. 


Many advertisement pages 


Among recent special features 
which have pulled in the business 
in a big way was a 72-page effort, 
(styled “Tots to Teens,”) carried 
as a loose inset by the Drapers’ 
Record. There were no less than 
53 pages of advertisements. 

The tastefully designed cover, 
in two colours, depicted the Pied 
Piper with his following of chil- 
dren of all ages, and the theme 
was continued on the opening 
editorial pages which were de- 
voted to an illustrated review of 
the latest styles for spring and 
summer, Children’s knitwear, 
ideas from the French trade, and 
fabrics were separately dealt with, 
and there was a two-page article 
on making children’s wear 
window displays more attractive. 

The artwork was worthy of the 
highest commendation. More 


than 70 children (mostly girls) 
attracted attention to the gar- 
ments they wear with a variety of 


expressions and poses which 
would be difficult to surpass. 

The feature was planned to 
coincide with the fifth annual 
trade fair organised by the 
National Children’s Wear Asso- 
ciation, which it was reported has 
established itself as a most im- 
portant trade occasion, bringing 
together as it does more than 50 
suppliers of such diverse items as 
teenage coats and babies’ under- 
wear, 

It was emphasised that the fair 
is “a buying event and not just 
another form of advertising.” 


Fabrics to fruit 


Well, that was the set-up for a 
successful sectional feature in the 
clothing trade -press. Turning 
from fabrics and frills to fruit 
and flowers, another fine example 
was provided by Fruit Trades’ 
Journal. 

This very live weekly, aware 
of the fact that Britain imports 
annually around £10 million 
worth of bananas and tomatoes 
alone from the Canary Islands, 
organised a tour of the archi- 
pelago by a representative party 
of fruit importers and merchants. 

The journal reasoned the posi- 
tion this way: The British fruit 
merchant or retailer who handles 
this produce little appreciates the 
hardly credible efforts which have 
produced this fruit, or the manner 
in which it is wrested from the 
soil in the face of natural 
obstacles that would appal an 
English grower. Nor, when he 
grumbles about the condition or 
the price of the produce, does he 
often appreciate the facts and 
problems of production and ship- 
ping from the viewpoint of the 
Canary Islands. 


Description of tour 


The remedy came in the form 
of a 44-page survey of the banana, 
tomato and new potato exporting 
industries of the Canaries, written 
following the tour, on which went 
editor Montague Keen, and 
“Bushel Box” columnist Bill 
Sandford. The feature was sup- 
ported by 26 pages of advertising. 

The survey covered the 
economic problems of the Islands, 
production methods employed 
for the three commodities, the 
port and shipping facilities, in 
addition to a most descriptive 


The reporting team 
from “Knitwear 
and Stockings” are 
seen here busy at 
the task of noting 
the stocking wear- 
ing habits of the 
public. It was 
deduced that a fair 
education task 
faced the industry. 


diary contributed by Bill Sand- 
ford. 
+ * a 


WIDELY CIRCULATED reports of 
prosperity in the jewellery trade— 
of heavy ordering and increased 
turnover, of manufacturers 
months behind with deliveries 
present a picture which is in some 
ways misleading, according to 
British Jeweller. 

Under the heading “When is 
a boom not a boom ?”, it was 
reported that within the trade, 
where conditions are well known, 
it is not thought necessary to 
qualify each expression of 
opinion on the state of business 
by a reference to the difficulties 
which still beset manufacturers in 
some branches and by compari- 
sons of employment figures, out- 
put and hours of work with those 
of other times. Most people, it 
was urged, know that although 
there has been a slight recovery 
in the sale of silverware and fine 
jewellery the truly first-class work 
for the home market almost 
ceased years ago. 

There are some busy firms 
whose names are famous all over 
the world for productions of the 
highest quality, but they are not 
busy with their traditional lines. 
They have been forced to adapt 
themselves to the altered demand, 
and to-day they make smaller, 
cheaper articles for the mass and 
middle-class markets. The crafts- 
men also have had to turn their 
hands to work which does not 
test their special skill, and it is 
here, declared the BJ, that the 
trade faces a great problem, for 
these sections have accounted in 
the past for an important pro- 
portion of our exports. The 
workers qualified to make a 
diamond bracelet or a fine silver 
tea-service become older and 
scarcer and there will not be men 
of their — to replace them 
when in the course of time they 


go from the trade: “Their pass- 
ing will have a more than senti- 
mental importance, for with them 
will go an order of craftsmanship 
which established the high repute 
of British jewellery and silverware 
in most of the world’s markets.” 

All that does not sound much 
of a boom to me! 


*” * 
A REeporTING team from Knit- 
wear and Stockings recently 


attempted something which, to 
the best of the journal’s know- 
ledge, has never been ventured 
upon before—a survey of the 
stocking-wearing habits of the 
public. 


Notebooks and camera 


Two reporters, along with a 
stocking buyer from Swan & 
Edgar Ltd., took up their station, 
complete with notebooks and a 
cameraman, in Piccadilly Circus. 
What they were looking for has 
been described in the four-page 
illustrated article in the Novem- 
ber issue of K. & S. “We were 
looking for women with straight 
seams, crooked seams, ladders, 
fancy heels; women with wrinkled 
stockings, with seamless stockings, 
or without stockings. ... For 
over an hour and a half our 
observers stood there, incidentally 
creating considerable interest in 
what they were doing, and during 
this time exactly 1,000 women 
were observed.” 

The results were tabulated, and 
the following are among the con- 
clusions drawn by the editor: 
“While it was perhaps surprising 
that over half the women ob- 
served were properly stockinged, 
the point remains that a very high 
percentage of them were not, and 
it is in this category that the trade 
still has a fair education task 
ahead. Indeed, comments from 
this Journal's correspondents in 
various provincial areas seem to 


@ Continued on page 676 
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ELECTRONICS—The new 
and vital factor in produc- 
tion. This industry of Elec- 
tronics is expanding rapidly as 
new techniques are evolved and 
new demands made upon it. Fac- 
tories are being built and existing 
ones enlarged to keep pace 
with its growing needs. New 
companies are being formed 
and existing companies are building 
up an Electronic side to their 
business. 


NOW is the time to bring your 
products to the notice of the 
people who are doing this 

work, They want the goods 
you have to sell, Remember, 
the electronics industry is 

new and growing; it needs 
materials of all kinds 
urgently. It looks at 


first because it is the only 
British journal devoted 
solely to its needs. 


THE NET PAID CIRCULATION FiGURE Is OVER 11,000 PER MONTH 


“ELECTRONIC ENGINEERING’ 28 ESSEX STREET, STRAND, W.C.2 . . . . Phone: CENeral 6565 
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For easy and rapid Photo-printing; for ‘stats’ on 
the spot; for Enlarging, Reducing and trouble-free 
Visualizing. Confederate of the well-known Grant 
Standard Projector, but even more versatile and 
rapacious for work. When discovered, will be given 
hard labour for life. Finders will be we... REWARDED 
in increased efficiency and absence of worry. In- 
quiries to Grant Production Co. Ltd., 4 Rathbone 
Place, London, W.1 (Museum 8717) or 7 Little Park 
Street, Coventry, (Coventry 64978). 
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TRADE PRESS SURVEY —continued 
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| indicate that had the investigation 
| been carried out in—say—Man- 
chester, Birmingham or Leicester 
(yes, even a hosiery centre!), the 
proportion of defaulters would 
have been appreciably higher.” 
| The italics have been added by 
myself to draw attention to the 
way in which this journal has 
| served the inéusry by “~ survey. 
* 


| ANOTHER INSTANCE of a trade 
| journal serving the best interests 
of its relevant industry is provided 
by Furnishing World. No coher- 
| ent post-war British school of 
furniture design is emerging—that 
| was the expressed view of William 
Shepherd, MP. At once the 
editor of FW moved in and chal- 
lenged him to inspect examples of 
well-designed furniture. 

The Furnishing World has re- 
ported the statement and subse- 

uent challenge in the following 
ashion : 

“Mr. Shepherd's criticisms were 
expressed at the annual dinner of 
the Chair Frame Manufacturers’ 
Association, of which he is honor- 
ary president. The editor, reply- 
ing to a later toast, said: ‘I will 
take Mr. Shepherd to several 
manufacturers who are making 
the clean, well-designed furniture 
that he wants to see.’ 


Challenge taken up 


| “Peter W. Dewey, past presi- 
| dent of the association, who 
found Mr. Shepherd’s criticism 
‘galling,’ has stated in a letter to 
| the secretary: ‘The challenge, 
| spontaneously taken up by the 


- | editor of Furnishing World, must 


not be ignored.’ 

“Replying to Mr Dewey, in a 
letter published in the associa- 
tion’s weekly circular, Mr. Shep- 
herd says there need be no fear 
about his accepting the editor's 
offer. He had already got in 
touch with him. 

“*My interest in design in the 
furniture industry is not merely 
limited to criticising, he has 
added.” 

* * * 

A SPECIAL issue was brought 
out to celebrate the 75th anni- 
versary of the Dyer, published 
fortnightly by Heywood & Co., 
Ltd. Packed with advertisements 
and including some excellent full 
colour pictures, it gave a fine 
opportunity for editor Laurence 

Morris to look back and 
appraise the service which the 
journal has rendered the industry 
it serves (the full title of the 
journal, by the way, is the Dyer, 
textile printer, bleacher and 
finisher). 

“One incident of which we are 

articularly proud,” he wrote in 

is leader, “is the part played by 
this journal in the formation of 
the Society of Dyers and Colour- 
ists. The inaugural meeting in 
1884 was convened by the man- 
ager of the Dyer, S. J. Sewell. 
He stated that he had travelled 
in Yorkshire, Lancashire and 
Scotland to see what support 

there was for the scheme. He 
‘ had met perhaps 150 dyers and 


all but a few were in favour. 
The resolution that a society be 
formed was then put to the meet- 
ing and carried without dissent.” 

During its long life, the Dyer 
has recorded all the most impor- 
tant events of the time in the 
industry, both trade and technical, 
from early articles and reports on 
the constant stream of new 
synthetic dyes to present-day con- 
tributions on new rayon and 
synthetic fibres. The past volumes 


form an. important historical 
record of all aspects of «the 
industry and, concluded Mr. 
Morris, “we have every confi- 


dence that those to be published 

in the next 75 years will con- 

tinue to provide a valuable survey 

of a vital group of industries.” 
* * * 

To MARK the removal of Indus- 
trial Newspapers to John Adam 
House, the editor and staff of 
The Baker presented the manag- 
ing director (Barrington Hooper) 
with a 25 lb. cake which repro- 
duced faithfully the frontage of 
the building. 

The journal told its readers all 
about it and added : “The Baker 
is proud that so great an occa- 
sion in the history of Industrial 
Newspapers should have been 
marked by this truly superb piece 
of confectionery crafemass ip.” 

* 


Tue pesut of Teenage Fashion 
Focus was made last month with 
this clarion call: 

“It is high time that the teen- 
ager was treated as a_ per- 
sonality in her own right by 
manufacturers and store buyers 
no less than by the outside 
world. Now that the accent is 
on youth in so many spheres of 
life, the wise buyer recognises 
that he must flatter the teenager 
in her world of independence. 
She herself must make her own 
decisions in a part of the store 
that caters for her own 
interests. For, so far as the girl 
in her latter teens is concerned, 
she .. . holds the purse-strings. 

“In this journal we aim at 
showing how the teenagers’ 
department can achieve a recog- 
nised status.” 


* * * 
Tue story of a retailer who has 
obtained unusual co-operation 


from his suppliers of branded 
lines in his direct mail campaign 
has been told in Men's Wear. 

“Instead of circularising local 
men with the usual letter or 
leaflet,” declared the article, 
“this business has adopted the 
policy of giving customers and 
would-be customers something a 
little more substantial. 

“It consists of a nine inch by 
five inch folder devoted to a par- 
ticular line of merchandise, with 
a pocket containing promotional 
leaflets prepared by manufac- 
turers whose branded garments 
are stocked... . 

“The folders were sent to 12,000 
men, each of the firm's three 
branches mailing 4,000, printed 
with their address and featuring 
the manager.” 
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Technical Print Review 


+ HARPERS WINE & SPIRIT T GAZETTE: HARPERS SPORTS &GAMES - 


Modern ideas prevail in 
chemistry brochures 


During the course of his survey for this month ROGER DARCY 

discusses a series of publications dealing with aspects of chemistry, 

yen Oe eee ee 
screened 


PORTS TRADE -HARPERS EXPORT WINE & SPIRIT GAZETTE - 


COAL & APPLIANCES 


TRADE DIGEST 
(formerly Coal & Colliery News Digest) 


This great little monthly digest, 
covering the Solid Fuel and Appli- 
ances Trades, is read by all who 
supply and fit Solid Fuel Appliances. 
With the increase in building and 
the very important factor of fuel 
saving, the demand for modern Solid 
Fuel Appliances becomes greater as 
does also the competition amongst the 
manufacturers of those Appliances. 


JOVEL SIINVIlddY BF 1YOD - 


ECAUSE these articles are 
mostly devoted to the : 

printed publicity of oil com- CHEMI ey ¥ 
panies, steel foundries and ‘ 
heavy industry generally, for a 
change, let us draw attention 
to material from a couple of 
publishers. 

The first is the “Advanced 
chemistry” list sent out by Long- 
mans, Green & Co., Lid. Of 
particular interest is the cover. 
The list was conceived and de- 
signed by Cameron Poulter of 
Longmans. He approached the 
authorities at the Natural His- 
tory Museum at South Kensing- 
ton and gained their collabora- 
tion in the photographing of a 
structural model of zinc blende 
(1 hope that is right), which 
called for considerable dismant- 
ling and adjustment. The print 
was air-brushed to achieve a 
definite effect and the process en- 


BOOK SPACE NOW FOR 1955 


HARPER & CO. 
8 LLOYDS AVENUE, 
LONDON, E.C.3. 


ROYAL 3838/9. 


BINUVA FHL -BIONILBVES 3HL- ISNOH BN1D F ISBNOD- 1S39I0 


ARPERS GUIDE TO THE S 


Although molecules feature on 
this cover Roger Darcy believes 
the typography to be not of these 
times. Cover colours are black 
and red and the effect is quite 
bright. The Egyptian lettering is, 
however, archaic. 


gravers (Engravers’ Guild) pho- 
tographed it via Kodatrace to 
“ghost” the image. 


Three_ dimensional effect through the advertising 
The cover has a very attrac- 
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vague memory exists of dealing 


with such models, which repre- AND SHIPS’ STORES GAZETTE 


sent molecules, or atoms or , nents 
something. Overprinting in —_ sesine yom BR oy Bag ly rey 
This is the screen printed cover ®0doni heavy italic is simple and 
for a Bowater Corporation folder, “lective. Inside the pamphlet Send for @ specimen copy and rate card: 
Screen printing was by Renart ‘5.4% ™OSt curious typographical Chief Steward and Ships’ Stores Gazette, 26-28 Billiter Street 
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on red. @ Continued on page 678 
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Manufacturers of the 


‘NEWMAN’ 
LABELLING 
MACHINE 


to reach makers of preserves, 
pickles, milk products, soup, 
pastes, etc. 


FOOD MANUFACTURE 


Stratford House, Eden Street 
London, N.W.1! 


FOOD MANUFACTURE is one of the 
LEONARD WILL TECHNICAL GROUP 


HE specialised monthly 

journal dealing with all 
civil engineering in which 
earth-moving and  earth- 
moving equipment are in- 
volved—open-cast coal and 
iron ore, hydro-electric 
developments, land re- 
clamation, harbours and 
docks, coast defence works, 
river widening, canal con- 
struction, etc. 


MUCK SHIFTER 
and Public Works Digest 
is another pullleation of the 


LEONARDI 
TECHNICAL GROUP 


CORROSION TECHNOLOGY 
MANUFACTURING CERMIST 
Fineness (NATURAL 4ND OYNTERTIc) 
PAINT MANUPACTURS 
WORLD CROPS —-aTOMICe 
FooD MANUFACTURE 
POTTERY AND Glass 
BUILDING MATERIAL®# DIGEST 

MUCK 6HIFTERS 
rPeTreo.sum 
CHEMICAL AND PROCESS 
SNGINEERING 


All published at 
Stratford House 
Eden St., Londoa, N.W.1 
Specimen copies on request 
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TECHNICAL PRINT REVIEW —continued 


vertical rules and Gill Sans light 
italic; and then, suddenly, the 
main contents are set in strictly 
orthodox fashion with headings 
in Perpetua bold and italic. 
While this volte-face may have 
no effect on the publisher's 
scientific customers it is some- 
what shaking for the typog- 
rapher. Printing of cover and 
contents was by E. J. Day & Co., 
Foley House, London, W.1. 


Old fashioned type 


Also in the scientific publish- 
ing field are the firm of McGraw- 
Hill, which put out a lot of 
printed publicity material, not so 
much in the way of catalogues, 
but individual brochures and 
leaflets for various works. They 
have a book called Chemistry for 
Our Times, but unfortunately the 
leaflet is not typography for our 
limes. Interestingly enough, they 
have used the same motif as 
Longmans but have not gone to 
the trouble of photographing an 
actual model of molecules, or 
whatever they are, but simply 
had one drawn. 


Not very attractive 


The cover of this leaflet is 
quite bright in black and 
red, but I find the Egyptian 
lettering rather archaic. This is 
matched by the setting inside 
which is in various Egyptians 
and frankly is not very attrac- 
tive. But McGraw-Hill leaflets 
and catalogues, in the main, are 
very good indeed. Particularly 
clever use is made of grotesques, 
which normally I do not like. 

Very striking is the cover of a 
leaflet for books by Gray, Guil- 
ford and La Piere in black and 
orange, a colour arrangement re- 


| peated inside; and a pamphlet 


“New book information” makes 


| good use of Chisel reversed on a 


| Studio and headings 


| 


blue background. A _ list of 
autumn and spring books has a 
cover in black and red with 
grot in black and reverse. In- 
side the running heads are in 
in Times 


New lamp card | 


This 


showcard for 
Mazda coiled lamps has recently 
been distributed to retailers as an 
additional unit in the current sales 


five-colour 


campaign. The height is 10 

inches and a very broad arrow 

at the centre draws attention to 
the bulb. 


Cornerstone 


[wien 


oe 
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first cost - is last cost 


This is a double page spread from the brochure issued by Hawthorn 


Baker Lid., to advertise their Cornerstone material for printers. 


This 


is a very neat and modern piece of work in Roger Darcy's opinion. 
The cover in light blue, yellow and red, is striking and inside the 
: layout pushes home the message of efficiency. 


italic, an unusual, but 
pleasant combination. 

A small, but attractive booklet 
entitled Jn A Flash has been pro- 
duced by Newman Neame for 
Aldis Bros, Ltd., signaliing lamp 
manufacturers, of Birmingham. 
It was issued to mark the intro- 
duction by Aldis Bros of their 
new “Longrange” signalling lamp. 
It has a striking cover in black 
and yellow—the yellow crossing 
strips cleverly indicating the flash 
of the lamp in the night. “In A 
Flash” is set lower case only in 
Bodoni italic, with the word 
“flash” in yellow. Inside there are 
excerpts from the press on the old 
lamp’s wartime career, illustrated 
by excellent line drawings. New- 
man Neame say that the title of 
this booklet is perhaps appro- 
priate in more ways than one, 
because all stages in its produc- 
tion and printing were completed 
in just over a fortnight. 


Arabic script used 


Now for a booklet we have to 
pick up backwards. It is a 20- 
page brochure describing, in 
Arabic, the activities of the 
General Electric Co., Ltd., for the 
British Trade Fair at Baghdad. 
GEC say that it has been specially 
commended for the excellence of 
the Arabic script used. While no 
expert on Arabic script I can say 
it is very clearly printed, and the 
layout of the illustrations and 
script strike me as being very 
effective, as is the colour com- 
bination of green and black. The 
frontispiece shows the Grand 
Mosque at Mecca for which GEC 
supplied the lighting equipment. 
The other illustrations feature 
typical GEC installations and 
equipment in the Middle East and 
elsewhere, while the text describes 
the world-wide structure of the 
company I note, by the way. 
that the brochure was printed in 
France. While it is quite well 
done, there are a number of 
British printers who could have 
done equally well in Arabic—but 
maybe there were special reasons 


quite 


why this job went across the 


Channel. 

As befits a firm which special- 
ises in precision equipment. Haw- 
thorn Baker Ltd., manufacturers 
of Cornerstone material for 
printers, put out a very neat and 
modern brochure. Cover. in light 
blue, yellow and red, is striking. 
and inside excellent clean asym- 
metrical layout pushes home the 
message of efficiency. But there 
is one minor defect. Why that 
awful type which is known, one 
gathers, as Egyptian expanded. 


Long advertising vogue 


This type is having an unfortun- 
ately long vogue in advertising 
circles, mostly on the plea that 
it is a useful wide face for filling 
in large areas of white. Surely 
there are other faces which do 
this? Personally, I think the 
word “Cornerstone” in the spread 
could have been equally striking 
and a lot more attractive if set in. 
say, Ultra Bodoni italic, upper 
and lower case. 

It is not often that reference 
is made here to screen printing 
because most brochures are pro- 
duced by the more conventional 
methods. I have seen, however. 
and with some interest, a sample 
folder designed by Stan Krol for 
the Bowater Corporation. It has 
been screen printed on Bowater’s 
Kraft Line, caliper .030 in. (water 
finish) by Renart Studios Ltd. in 
three colours. The effect is good 
and the type faces are as clear as 
letterpress, particularly those 
which are white on the red back- 
ground. 


South African greetings 


You may remember that a 
feature in this series was devoted 
to the printed material of the 
Natal Building Society (ADveER- 
TISER’S WEEKLY, October 14, page 
122). I have now had a greetings 
card from John Guy, the adver- 
tising manager, which shows 
clearly that he is keeping up the 
good work. 


ui USE —— " 4 
| | FOOD * | | | é 4 
© Bi ntracrure! : —- _ 
| c 
5 _ a : 
MUCK 
a _, SHIFTER | 
ft ee ee 
ge, \ 
2. | | 
‘a Mazda 


DecemBer 9, 1954 ADVERTISER'S WEEKLY 


NDUSTRIAL FINISHING 


an ARROW PRESS PUBLICATION 


The leading journal in the Finishing Field providing tech- 
nical information on all aspects of finishing processes . . . 
Metal Cleaning and Preparation : Rust Proofing : Corrosion 
Protection : Electroplating : Polishing : Vitreous Enamelling 
and all Finishing of Wood, Plastics, structural Materials ete. 


EDITORIAL DIRECTOR: Dr. Wilfred F. Coxon M.Sc., F.R.IC., F.1.M. 


Dr. Coxon who has the assistance of a panel of distinguished contributors, is 
a member of the Institute of Metal Finishing, the Society of Chemical Industry 
and the Oil & Colour Chemists Association. He is a well-known consultant. 
Dr. Coxon is also editor of the * Industrial Finishing Year Book,” an authori- 
tative publication used extensively in industry. 


ENLARGED SIZE: To provide additional editorial and to meet the needs of our 
advertisers in obtaining the most effective display “ INDUSTRIAL FINISHING ” 
will appear in an enlarged and attractive form from 


JANUARY 1955 
Page Size 11}" x 8}" 
Type Area:—Full Page 10" x7"; Half Page 4%" x7"; Qtr. Page 44° x 3%’ 
ADVERTISEMENT RATES WILL REMAIN UNCHANGED 


CIRCULATION : Manufacturers of —Aircraft, Motor Cars, Motor 
Cycles, Cycles, Sheet Metal Products, Machine Tools. Instruments 
and Toys, Heavy Engineering Products and related suppliers. 


All users of Metal, Wood, Plastics and other Constructional materials 
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ADVERTISER'S WEEKLY 
How to write 


instruction 


manuals 
By D. K. D. VINE 


ITH the increasing 

mechanisation of farm- 
ing, civil engineering, goods 
handling and factory processes 
the problems of efficiently 
maintaining these machines has 
now an economic significance 
undreamed of before the war. 
Yet it is not fully recognised 
even by the manufacturers, so 
rapid has been the growth of | 
mechanisation since 1939. 


Many technical advertising 
agencies, however, are already 
fully aware of the importance of 
effective instructions—not only 
from a selling angle but from the 

int of view of economy. There 
is an increasing awareness among 
technical advertising men that 
the printed instruction manual | 
and the data sheet are the answers 
to the problems of getting more 
work and fewer stoppages out of 
machines. 

Effective instruction means 
efficient maintenance and 
longer lives for all classes of 
machines. All this 


< 
4 
= 


mechanisation will, not be fully 

effective until the problems of 

maintenance are solved; and 
the printed page is the answer. | 

Machines have 

efficiently. 

Not even manufacturers will 
argue against the truth of this, 
and technical advertising men will 
enthusiastically endorse it. Being 
on the touch line of industry, so 
to speak, they see more than the 
manufacturer, who is so be- 
devilled by the problems of 
design and production that he is 
inclined to underestimate other 
problems which seem to him less 
pressing. Among these are the 
after-sales services, and the most | 
important is the effectiveness of 
his instructions as conveyed 
through the printed page. And 
print is an expert's job. 

No matter how excellent a pro- 
duct may be it has to be sold in 
competition, and where a manu- 
facturer has the better after-sales 
service he will tend to attract the 
best business. Thus the instruc- 
tion manual takes its place with 
all the rest of the sales literature. 

Having agreed on this, let us 
take a closer look at the problem | 
of producing really effective | 
printed instructions to operators | 
and mechanics. | 


Apart from a sad lack of stan- | 
dardisation one of the worst 
aspects of the problem is the | 


@ Continued on page 681 
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PACKAGING 


CANNING AND PACKING 


Specialist monthly magazine for 

food manufacturers, canners and 

users of containers and other 
—_-~ materials. 


CANNING PUBLICATIONS 
14-15 COLEMAN ST., LONDON, E.C.2 
Tel MONarch 1995 


PRINTING TRADE 


| PAPER & PRINT 
“Popermmohere @ Converters.” 


aon big “print users 
229 HIGH HOLBORN, W.C.! 
Tel: HOLborn 7759, 2291/2 


RiNtIN 
co 


THE ONLY TRADE WEERLY 
329, HIGH HOLBORN, WCl 


PAPER TRADE 


THE 


PAPER BOX & 
BAG MAKER 


The premier monthly 
for the cardboard box, 
container, carton, paper 
bag, sack manufacturers 
and paper converters. 


@3 TUDOR ST.LONDON.EC4 


PAINT AND PRINTING 
INK TRADES 


JOURNAL OF THE OIL 
& COLOUR CHEMISTS’ 
ASSOCIATION 
% Monthly publication with 

& world wide coverage, having 
a leading position in technical 
literature. 


= Memorial Hall, Farringdon 
Street, London, E.C.4 
CENtral 2120 


The Monthly 
Register 


The International Journal 
Used by All Trades for the 
Sale or Purchase of Sarpine 


supplies 


Journal of the 
INSTITUTE OF PUBLIC 
SUPPLIES OFFICKKS 

Read by Chief Officers who purchase for 
* Hospitals 
*% Local Authorities 
*% Nationalised Industries 


40 Sackville Street, London, W.1 
Telephone: Grosvenor 7281 


BOOT AND SHOE TRADE 


SCHOOLMASTER 


AND WOMAN TEACHER'S CHRONICLE 


The Journal of The 
National Union of Teachers 


National Weekly Circulation. 
Reaches School Teachers 
throughout Great Britain 


All enquiries to: 


THE SCHOOLMASTER PUBLISHING CO., LTD. 
HAMILTON HOUSE, HASTINGS STREET, 
LONDON, W.C.1 


SPENCER HOUSE, SOUTH PLACE, E.C.2 
TEL. MONARCH 0666 GRAMS: ALSHUNUZE 
Rate card and specimen copy on application 


_— 


Pett SHOR AENTHIER 


RECORD 


EDUCATION 


Read Members and 
Officials of Local Educa- 
tion Authorities, School 
Governors and Managers, 
and others engaged in 
national education. 


10 Queen Anne Street, 
Lendon, W.1 Museum 1425 


HEAVY CLAY INDUSTRIES 


THE BRITISH CLAYWORKER 
Leoding zoe A a journal! for 
Industries. 


Overseas Sales equal 33% of total 
circulation. 


CLAY & BRICK PUBLICATIONS, LTD. 
23 Tavistock Street, London, W.C.2 
TEMple Bar 7664 


LUBRICATION 


THE ONLY Independent”journal 
devoted to LUBRICATION 


Read by Works Engineers, 
Machine Designers, Oil 
Company Executives, etc., 
ALL OVER THE WORLD & 


SCIENTIFIC PUBLICATIONS 
3 Clifford Street, London, W.! 
Telephone: REGent 7996 
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GAS JOURNAL 


Newspaper and expert technical 
weekly 


GAS SERVICE 


The specialist for Gas Sales 
and Service Staffs 


11 Bolt Court, Fleet Street, E.C.4 


HEAL 


TH, HYGIENE AND 
SANITATION 


THE 
MEDICAL OFFICER 


Since 1908 the only professional weekly 
for doctors in the 
PUBLIC HEALTH, SCHOOL 
HEALTH AND ALLIED SERVICES 
72/78 FLEET ST., LONDON, E.C4 
CENtral 5574/5 


OVER 10,000 
CIRCULATION IN MUNICIPAL 
AND ALLIED HEALTH FIELDS 


THE ROYAL SANITARY 
INSTITUTE JOURNAL 


90 Buckingham Palace Road, $.W.! 


PUBLIC HEALTH 


OFFICIAL JOURNAL OF THE 
SOCIETY OF MEDICAL OFFICERS 
OF HEALTH. 

Circulated to afl Public Health 
Deportments, Hospitals, Clinics, etc. 
TAVISTOCK HOUSE, 

SQUARE, LONDON, W.C.! 


EUSTON 3923 


MUNICIPAL 
ENGINEERING 


founded 1874 


The specialist weekly journal 
reaching every officer tm the 
public health service. 


4 Clements Inn, W.C.2 
HOLborn s502 


THE SANITARIAN 


Official Journal of the 
Sanitary Inspectors’ Association 
THE SPECIALIST JOURNAL 
ON ALL ASPECTS 
OF HYGIENE AND SANITATION 
19, Grosvenor Place, London, S.W.1 
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SPECIALIST Eas 


Industry in over 
x0 Countries 


The Mining one Ui 


be 
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FOOD MANUFACTURING 


[OCP 


Me li "a 


ag 


23 YEARS 
OF PUBLICATION 


FOOD TRADE REVIEW, LTO., 
7. GABAA STREET LONDON. Wc .2. 


MILK INDUSTRY 


DAIRYING 
PROCESSING, DISTRIBUTION 
AND SALE OF MILK 
AND MILK PRODUCTS 
The Most Influential 
Journal in British Dairying 
The Milk Industry, 


37, Queen's Gate, London, S.W.7 
Western 9816 


PAINTING AND 


DECORATING TRADE — 


PAINTING & 
DECORATING 


Formerly The Journal of Decorative 
Art é& Decorator. Est. 188! 


The Leading journel for all associated 
with the Painting and Decorating Trade 
CROMFORD HOUSE - MANCHESTER 4 


PHOTOGRAPHY 


Good Photography 
Monthly—for all 


amateur photographers 


Bett Court, Meet Strest, C4 


NEWSPAPERS 
PERIODICALS 


Pass your Overseas Space Buying 
problems to 
PUBLISHING & DISTRIBUTING 
CO. LTD., International Press rit 
resentatives. 167 STRAND, W.C.2. 

Tel.: TEM 7595/6534 


Advertisement Offices 
EFFINGHAM HOUSE, 
ARUNDEL ST., LONDON, W.C.2 
Telephone ; TEMple Bar 9525 
For 
MEDICAL ADVERTISING 
IN THE TROPICS 


THE 
TRANSACTIONS 
OF THE 
ROYAL SOCIETY OF 
TROPICAL MEDICINE 


AND HYGIENE 
with a World coverage. 


THE 


WEST INDIAN 
MEDICAL JOURNAL 


covering the whole of 
the Caribbean. 


THE 


WEST AFRICAN 
MEDICAL JOURNAL 


covering NIGERIA, 
GOLD COAST, SIERRA 
LEONE, GAMBIA, exc. 


PUBLICATION JUNE, 1955, 
OF THE 
NEW QUARTERLY 


THE JOURNAL OF 
TROPICAL PEDIATRICS 


| achieved. 
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MANUALS contd. 


tendency to produce too elabor 
ate manuals. Many have a look 
of the Tatler about them. They 
are so beautiful that it is a shame 
to dirty them by use. They, 
therefore, find their way into the 
chief's book case, and they stay 
there. 

This is disastrous because, as 
any schoolboy knows, the place 
for an instruction manual is the 


work bench; the workshop not 
the office. 
Use of diagrams 


Of course, printed instructions 
should be simple and direct in the 
writing. Diagrams should be 
used wherever possible so that 
economy of words may be 
Line illustrations are 
best, showing the relevant parts 
boldly with the minimum of sur- 
rounding detail—and that only 
ghosted in to show position and 
so on. Illustrations must be as 
carefully vetted for ambiguity as 
the text. One of the faults of 
the modern instruction manual 
is its eagerness to instruct rather 
than to explain. It would be 
better if we could get rid of the 
term instruction manual and use 
something more explanatory . 
and realistic. 

Absolute simplicity does not 
mean teaching t the mechanic the 
fundamentals of his trade, it 
means a rigid exclusion of any- 
thing without significance to that 
operation or process which is 
being explained. Descriptive 
writing is not wanted 

The text should be the barest 
skeleton of explanation with 
the illustrations carrying the 
main burden. 

The “writer” of instruction 
manuals should be more of an 
editor, knowing just where to use 
text and where to employ illus- 
trations to obtain the maximum 
impact and effectiveness. He 
should have the mind and out- 
look and, if possible, the training 
of a mechanic. He should at 
least know what the mechanic 
needs. He should be ruthless 
about arty stuff and direct the 
fypogranner to devise layouts 

ich will give a pleasing effect 
to the eye of a person who cares 
little for the glossy approach. 
This means plenty of headings to 
lead the eye down and to make 
reference easier, 


The best dimension is pocket 
size, certainly nothing over 8 x 5 
inches, with a two column lay- 
out, liberally interspersed with 
line illustrations, short sentences, 
short paragraphs and lots of sub- 
headings. Not a word or a line 
should be used that has no bear- 
ing on the subject being pre- 
sented, 

The mechanic of to-day is not 
an illiterate person. He knows 
at once whether any manual can 
help him. He does not look at 
the layout or the paper or the 
illustrations except as they com- 
bine to give him the “ gen.” 


The approach then, is not 


through art but practical neces- 
sity. 


pein ae eal - 


ee ee ee : 

i . 

ee ——— . 
| , : Se = * 
Ss. 2 se oy 
ee 8 . 
—_— 2 
¥ PT Read at bead 73) as a 

nd on My 4 -.ide 7 

2 an by the i PN » . 
‘A a v 
, = a : 
‘ ; as 
2 q 
oe OE eS eee ee vag 
] 
; | 3 

MNoOUnciN: | ¢ 
= _— ‘ 
7 of 
an 


ADVERTISER'S WEEKLY 


The Monthly 
Register of 


682 


Technical advances 
lighting aids sales 


PTRADE AND SPECAUSY 


Publications 


MUNICIPAL WORKS AND 


material. 


LASTIC is becoming in- 
creasingly popular as a 
medium for illuminated signs 


LOCAL GOVERNMENT — 


in 


Neon letter signs are more and more involving the use of plastic 
Some new developments are described here. 


~ CIVIL ENGINEERING 


CONTRACTING 


CONTRACTORS’ RECORD 
and 
Municipal Engineering 


(1908) 


Read by 
the Contracting and 
Sub-Contracting Industry 
and 
every Municipal Engineer 
throughout the United Kingdom 


LENNOX HOUSE, NORFOLK STREET 
LONDON, WC.2 


The main feature of the stand taken by Bryce Berger Ltd 


recent Public Works Exhibition, held at Olympia, London, 
demonstration of the Berger starter to various diesel engines. 


The stand was designed by 
Osters & Fleming. 


licity manager. 


show. 


x : and the Franco-British Electri- 

‘i The cal Co., Ltd., are now making 

= MUNICIPAL three types of neon letter in 

ig this material. 

A JOURNAL One of the three is the 

hie “Lumore” letter. This is in 

} founded 1893 translucent Perspex. This material 

_ is used for the sides as well as 

i) The only weekly technical the face of the letter, the whole 

F : - of which is thus brilliantly and 

: journal read in every local evenly ‘illuminated. The tube is 

5 government department. totally enclosed preserving the 

' clean lines of the sign. 

: } Clements Inn, W.C.? Triple tube letter 

al HOLborn 2827 . 

ih “Veelite” letters represent 

i Ss nvther addition to the Franco 

= range. The neon tubing is set 

4 <n , into a V-shaped reflector of stain- 

< The Survevor less steel which creates the illu- 

7 : sion of a triple tube letter, 

ie although only one tube is used, 1. A “Lumore” letter. 2. “Vee- 
= AND MUNICIPAL AND The face of the letter is also in  /ite’’ letters seem triple tubed. 3. 
* COUNTY ENGINEER stainless steel or English gold or “#alite’ letters are mounted 
x The influential journal for all silver leaf, all of which greatly slightly away from the facia. 4. 

advertisers who sell to enhance the daytime ~ eal. : A “Gerata” letter. 

er pies or paw Str Bg The Franco “Halite” letter has "e ; 
R Pablic Werks Contractors a translucent Perspex face and tion is the “Gerata” letter which 
ie a | metal returns, and is designed for is made throughout in translucent 
; The Building Industry mounting slightly away from the Perspex. Most of the neon tub- 
ee Architects and Surveyors facia. This gives a halo effect ing is enclosed, but at regular in- 
is Advt. Mgr. A. R. Caldwell around the edge of the letter the tervals this has been made to 
. 8 Southampton Row, WC1 face of which can be brilliantly protrude slightly through small 
» Telephone : Holborn 0452 illuminated in a _ contrasting apertures in the face of the 
# colour, letter. The resultant effect is 
hi Another recent Franco innova- both novel and attractive. 
MUNICIPAL | | Diesel engi spat “tee 
if | lesel engine starters on display 

‘ a] , al " 

ENGINEERING 

Sf a founded 1874 
Eva y 

: Reaches every engineer, 
Re surveyor and cleansing 

mt officer in local 

% government 
& 4 Clements Inn, W.C.2 

i HOLborn ¢502 


. at the 


was a 
Bryce 


Berger are manufacturers of fuel injection equipment and starters. 
Lucas Mellinger and constructed by 
Supervision was by George Russell of the Brush 
Group in association with Donald J. Gaskell, Bryce Berger's pub- 
A selection of fuel injection equipment was also on 
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PAINT 


The Paint, Oil & Colour Journal is 
the most popular and the best in- 
formed publication in these indust- 
ties. It is read by all the technica! 
and commercial executives. 


OIL AND 


The Paint, Oil & Colour Journal is 
the only eae in its particular 
field with A. . Circulation and 
has a world wide distribution and 
an average of four readers per copy. 


COLOUR 


The Paint, Oil & Colour Journalhas 
more than three hundred regular 
advertisers representing every sec- 
tion of the industries, a most effec- 
tive advertising medium. 


JOURNAL 


Your next “pp priation should 
include The Paint, Oil & Colour 
Journal. Send oon for rates and full 
particulars to 83-6, Farringdon St., 
London, E.C.4. Phone: City 4788/9 
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@ 50 GADGETS 


Every month the sleek HOME-MADE 
GADGETS MAGAZINE describes 
over FIFTY ingenious and practical 
pine and devices ANYONE can make 
lor utility and amusement for HOME— 
GARDEN — GARAGE — WORKSHOP 
—FACTORY — OFFICE — SHOP — for 
Novelties, Gifts and Puzzles, etc. 


@YOU CAN MAKE 


them from scrap materials at no cost 
at all—and you need no mechanical 
knowledge. Many of the ideas are 
SALEABLE INVENTIONS. There are 
upwards of FORTY illustrations every 
month to make the construction of the 
devices a matter of utter simplicity, 
and all 


@FOR A SHILLING 


Founded in Ose have now been 
built up to a family readership of 
OVER ORTY THOUSAND ond our 
columns are now thrown open to 
advertisers who have commodities 
which appeal to EVERY MEMBER OF 
THE FAMILY —from handicraft materials 
to household commodities—from sew- 
ing machines to shoes—from hair 
— to clothes—from motor cars 

ates. Advertising rates are 
ABSURDLY LOW for the wide coverage. 


@ Send for specimen copy and 
rate card NOW! 


LATEST NEWS! Our massive 

5 GADGETS ANNUAL is now 
ready—printed on solid card 
and elegantly bound with concealed 
spiral hinges for easy reference to 
HREE HUNDRED AND FIFTY 
ingenious gadgets and devices ANY- 
ONE can make from scrap materials. 
With over 250 illustrations this in- 
triguing book may well prove a 
liceral GOLOMINE to manufacturers 
looking for MARKETABLE IDEAS. 


The price is 10/- only from: 
Home-Made Gadgets Magazine 


27, Swan House, Singsbury, 
London, N.W.9. 
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A high spending market 
worth striving for 


Purchasing power in Sweden is impressively high and there are very 
few trading restrictions to bar the British exporter. Moreover, the 


capital, Stockholm, is in a fine Scandinavian 


He competition of other 
countries is increasing. 
Britain especially is making 
efforts to regain ground lost to 
Western Germany, and she 
enjoys considerable Swedish 
goodwill—-So commented a 
West German newspaper, re- 
porting in the autumn on the 


major trade event of the 
Swedish calendar, St. Erik's 
International Fair, held 


annually in Stockholm. 
Britain's growing participation 
in this important event has not 
gone unnoticed by our competi- 
tors. Indeed, the general con- 
sensus of opinion of the Swedish 
press and of the public was that 
the British Pavilion was 1954's 
best. “It was good so far as it 


went,” comments Thirza West, 
of Thirza West Publicity Ltd., 
“but there were very obvious 
gaps, especially obvious when 


compared with the almost fully 
comprehensive exhibits of Eastern 
Germany and Czechoslovakia.” 


Few trade restrictions 


The Swedish market is a prize 
worth striving after, and Britain 
is not the only country aware of 
this. Why is the Swedish market 
so desirable ? 

Important, of course, is the fact 
that there are very few trade 
restrictions of any kind; most 
goods are now  free-listed. 
Sweden's purchasing power is 
impressively high. bout 80 per 
cent of her population has a 
standard of living as high as that 
of the most prosperous 20 per cent 
of this country. With such a 
generally excellent standard of 
living the people are noticeably 
enthusiastic in their interest and 
pleasure in—and what is more 
important to us—their desire to 
possess any goods and services 
which add to material comfort, 
encourage enjoyment of the arts 
and increase participation in their 
favourite sports. 

Look at a map of Scandinavia 
and note the geographically 
advantageous position of Stock- 
holm where this important fair is 
held. It is centrally placed in 
the vast land area of Scandinavia. 
That Stockholm’s location is 
favourable is revealed by the 
attendance at the fair of buyers 
and visitors who come not only 
from Sweden, but from Finland, 
Norway and Denmark. Business 
has been done at the fair in all 
of these countries, and much— 
very much—farther afield. More- 
over, as a holiday centre, Stock- 
holm has gained marked favour 
for its beauty and interest; the 
crowded Central Station in the 
summertime is evidence of this. 


SWEDEN 


Two thirds of the 1954 British 
exhibitors have indicated their 
intention of exhibiting again in 
1955. Satisfaction, either with the 
business done or the excellent 
propaganda possibilities, is the 
majority comment of 1954 exhi- 
bitors. 


Here are some actual 


com- 
ments : “Delighted with the busi- 
ness” “only regret that we 


were so badly oversold and could | 
not take advantage of all the | 
orders” “filled one or two 
blanks in our territory,” and “we 
have received nothing but com- 
plimentary remarks on the Pavi- 
lion and our stand. Our stand | 
was crowded nearly all the time 
with interested members of the 
trade and public” . and “the 
only possible unfavourable com- 
ment which could be made would 
be that our products might not 
have been visible to passers-by 
not actually on our stand at any 
time.” 

These verdicts tell their own 
story. 


Study the market 


The importance of studying the 
market and offering goods which 
are likely to appeal, in design and 
price, as well as giving firm 
delivery dates, cannot be too often 
or too firmly stressed to would- 
be exporters to this valuable 
market. 

_In 1955 the British Pavilion is 
aiming not only to retain its 
record for the best pavilion but 
to be the largest, reports Thirza 
West Publicity Ltd., sole agents 
in this country for the fair. Pro- 
vided that the event can allow as 
much space to one country (there 
were 12 national pavilions this 
year and there may be more in 
1955, although the fair grounds 
are not unhimited) a 20,000 square 
foot pavilion is planned. It will 
have a 230 foot frontage on the 
main avenue and, as previously, 
will be a complete British unit. 
The building will have an all-over 
design in the interior. Marginal 
stands will be built to a shell 
scheme and the few island sites 
in the centre, of about 500 square 
feet each, will be permitted 
“break-away” designs, 


@ Continued on page 664 
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Quality coverage 
in South Africa 


Cape Town 
Durban 


CAPE TIMES 
CAPE TIMES WEEK-END MAGAZINE 


NATAL MERCURY 
SOUTH AFRICAN WOMAN'S WEEKLY 


RAND DAILY MAIL 


SUNDAY TIMES 

SUNDAY EXPRESS & HOME JOURNAL 
DIE LANDSTEM 

SPOTLIGHT 

FORUM 


Na 


NEWSPAPERS LTD 


92, New Cavendish Street, Portland Place, W.!. 
Tel.: LANgham 5036 


Johannesburg 
National 


* 


* 


—When advertising 
in SWEDEN 
use 


STOCKHOLMS-TIDNINGEN 


Circulation : Weekdays 179,101 
Sundeys 217,400 


STOCKHOLMS-TIDNINGEN. 
you that it is 
profitable to count on this paper. 


U.K. Representatives: 
JOSHUA B. POWERS LTD 
14 Cockspur Street, London, §.W.! 
Tel.: WHitehall 3366 
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Dagens Nyheter 


SWEDEN’S 


GREATEST DAILY 


NET SALES (SWEDISH A.B.C.) 


Daily 293,432... .... Sundays 343,660 


Dagens Nyheter is Sweden’s 


mewspaper. Its circulation is national 


hout the country but 


of course, in Stockholm, where more than 
half the inhabitants read the == 


addition, about 100,000 are 
ted every day outside 


Nyheter is Liberal in character and 
its politics have always been sympathetic to 


the British point of view. 


It carries the greatest advertising volume of 
any Swedish newspaper, both display as 


well as classified. 


London Office: FRANK L. CRANE, 


69, Fleet Street, E.C.4...... Phone: CENtral 281! 


For the Swedish mass market 


AFT HINGEN 


Stockholm’s popular evening daily 
Certified net circulation : 
Weekdays 83,600 
Sundays 92,900 


Sweden's third largest evening daily and leading 
Social Democratic newspaper, distributed 
throughout the rich industrial areas, with 
advertising rates the sixth lowest in the whole of 


Sweden. 


For all information 


A. PRESS LTD 


aati 


———— 


14, DOVER STREET, LONDON, W.1. MAYfair 8615 


Decemper 9, 1954 


FOCUS ON SWEDEN -—continuea 


The British Pavilion will have 
its own cinema for screening 


| documentary and other films. 


This will also be a centre for the 
display and demonstration, by 
experts, of audio-visual! aids, film 
equipment, photographic chemi- 
cals and equipment, automatic 
pictorial sales aids, film strip 
projectors, and so on. 

Profiting by the experience of 
running a test cinema in this 
year’s pavilion, one much more 
ambitious is planned for next 
year. In addition, a moderately 
priced film-making service has 
been arranged so that firms 
who value this kind of publicity 
can have five-minute films 
made for them, concise, coloar- 
ful and convincing, and speak- 
ing Swedish. After use in 
Sweden it will be possible to 
erase the Swedish commentary 
and to add one in any other 
language, and to screen the film 
on any 16 mm. projector. 

It is also intended to extend the 
reading room for British books 
and periodicals in the building, 
which in the last fair, was found 
to be popular and to have great 
Otentialities for increasing 
wedish reading of literature in 
English. 


Direct contact possible 


The direct contact with the 
buyer and the potential user 
which is possible at such a show 
is of the greatest value to trade, 
as Sir David Eccles pointed out 
in his speech at the celebration 
of Britain's Day at the last event. 
Bearing in mind that we have 
keen rivals for this excellent mar- 
ket, British manufacturers should 
remember that there is much to 
be said for an annual direct 
approach to the 400,000 visitors 
(including 80,000 buyers) who 
come annually to St. Erik's Fair. 

* * * 


IN THEIR notable campaign to 
advertise advertising the aim of 
the Gumaelius organisation has 
been to create increased apprecia- 
tion of the importance of the 
advertisement in modern business. 
It has also been directed to prote 
that certain widely held ideas 
about some lines of business not 
lending themselves to advertising 
do not necessarily hold good. 

One of the last advertisements 
in the series is reproduced here 
and the following is a translation 
of the copy: 

New... New...New... 
Potatoes. ... 

The new delicious American 
tubers now available at all well- 
assorted hawker stands! 

Like a hurricanes the news 
about the sensational nourish- 
ing tuber, the potato, swept 
over the country. The message 
was spread in advertisements 
and people everywhere greeted 
the news with elation. 

No, no, no! That is not at 
all the way it went. It hap- 
pened during the 1720s when 
people did not have access to 
the form of information that 

ern advertising now pre- 


amenthzenbs rotirukten 
feos mu ame cillga hes alle villsorterade bilharet 


This is one of the advertise- 
ments used by the Gumaelius 
agency to advertise advertising. 


vides. Instead the news infil- 
trated slowly, slowly, by word 
of mouth, along the long tor- 
tuous path of rumour. Dis- 
belief grew like weeds around 
the potato plots and gross 
ignorance nurtured it. No one 
knew anything about this new 
vegetable, and it was therefore 
looked on with suspicion. It 
took 40 years before the worst 
opposition was overcome,* for 
rumour is a poor source of 
information. 

Imagine what might have hap- 
pened if the information could 
have been spread _ through 
advertising. Potatoes could 
have become a staple food item 
a couple of generations earlier. 
We, ‘who are accustomed to 
reading advertisements, rarely 
think of the important role they 
play in our lives or how 
dependent we are on them. 
Good, sound advertising pro- 
vides us with useful suggestions 
and information, tells us about 
new things of use to us in our 
daily lives. Good advertising is 
a reliable guide. 

The advertisement then goes 
on to talk about a particular 
product—in this case “Dispril”... 
“The new preparation for 
counteracting pain and colds.” 
The introduction of this product, 
the Gumaelius agency points out 
in the copy, “is a good example 
of how quickly to-day’s public 
can get to know about a new 
item and come to profit from 
progress in science and _ tech- 
nology. Production and distribu- 
tion had great difficulty in keep- 
ing pace with demand. Both sea 
and air transportation had to be 
utilised in order to make the 
product available quickly enough. 
Here, advertising created a mass 
market overnight.” 
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boosts ad novelties 


A search for the “calendar girl of the year” helped firms in the 
United States advertising novelties field to acquire a lot of useful 


SECTION of the American 
advertising industry gained 
a lot of public attention 
recently when it ran a com- 
petition to select the “Miss 
Calendar Girl” of 1954. The 
section involved was the Adver- 
tising Specialty National Asso- 
ciation, comprising 350 manu- 
facturers and jobbers in the 
United States and Canada. 

The competition was thought 
up by Robert E. Yaw, president 
of the association, and _ the 
Henry J. Kaufman & Associates 
advertising agency which handles 
advertising and publicity for the 
Advertising Specialty National 
Association. 


Panel of es 


The plan involved a national 
calendar contest. Members of 
the association include calendar 
manufacturers and each was 
invited to submit its best calen- 
dars of 1954 to a panel of judges, 
the winner to be selected on the 
following basis : 

@The beauty of the model as 
depicted either by photography 
or painting 

® The composition of the picture, 


an ° 
@ The over-all eye appeal of the 
calendar. 

In choosing the judges, the 
contest planners looked for men 
who would represent expert 
opinion in fields allied to the 
promotion, and be productive 
of publicity. It was decided 
to find judges with established 
reputations in the painting, 
photograph, fashion, and enter- 
tainment worlds. The result was 
a panel which included Ben Stahl, 
painter of beautiful women and 
a faculty member of the Famous 
Artists School, Connecticut ; 
Bruce Downes, editor of Photo- 
graphy magazine; John Robert 
Powers, model agency head, and 
Liberace, the American television 
personality. 

The winner was a _ calendar 
published by the Novelty Adver- 
tising Co., of Ohio. Pictured in 
the calendar was a girl, attired 
in sport shirt and shorts, at the 
tiller of a boat. 

Within the next few weeks she 
made many appearances on tele- 
vision and radio networks and 
accepted an invitation to be the 
guest of the city of Coshocton 
(home town of the Novelty 
Advertising Co.) for a week. 

Members of the Advertising 
Specialty National Association 
are now working out indivi- 
dualised publicity programmes 


in which they wi'l use pictures 
depicting “Miss Calendar Girl” 
with their products. 


publicity 


The winner is at centre. 
calendar involved is held at right. 


The 


This promotion has worked 
neatly into the industry's activi- 
ties because calendars are an im- 
portant member of the advertis- 
ing speciality family. These 
specialities (“specialties” in the 
US) include some 10,000 items 
which are presented to potential 
customers and bear the name and 
selling message of an advertiser. 
Besides calendars, * the term 
“specialty” embraces pens, 
pencils, memo books, ash trays, 
cigarette lighters,. diaries, key 
chains, windshield scrapers—in 
fact, nearly any article which is 
useful and will serve to bring 
the advertiser's name and message 
to a potential customer over a 
period of time. This business in 
the US grosses more than $400 
million annually. 


Proven effectiveness 


The effectiveness of “special- 
ties” as an advertising medium is 
confirmed by many case histories. 
Seagrams, for example, were so 
pleased by a test distribution of 
gold-signature memo books to 


American calendar stunt 
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Special Notice for Space Buyers 
and Contact Men 


THE MOST FAMOUS ARABIC NEWSPAPER 
IN THE WORLD 


That you may be ready to diseuss it, here are the facts : 
(1) AL AHRAM is Egypt's oldest and the most inter- 
nationally known Arabic newspaper in the world. It 
is also the most expensive, selling at P.T.1.50 the copy. 


(2) AL AHRAM has already uced famous numbers 
on Italy, Germany, India, Japan and the Netherlands 
which have been read all over the Middle East and 
which have affected two way trade with these 
countries, 


(3) The British Number will be in two issues, One in 
Arabic of 30,000 copies and one in English of 5,000 
copies. Distribution will be effected by Al Abram’s 
distributing agents throughout the Arab States. 

Page 14)" x 9)" 
(4) The type areas are:< Half page 7}" x 9)” or 14)" x 4)° 
Quarter page 7}" x 4)" 
(5) Rates are: Page: £175 Half page: £90 
Quarter : £50 
These rates cover tion in both issues. Costs 
for colour and cover positions are extra. 


(6) Adaptations of advertisements into Arabic and block- 


promote a new drink that the | 


distiller ordered a million and 
placed an initial re-order for 
500,000. 
termine their effectiveness, a 
Canadian dry cleaner picked up 
27 new customers within 14 days 
through the distribution of 250 
wall thermometers. The thermo- 
meters were given to house- 
holders in a residential area sur- 
rounding his shop, 

Officers of the association fee! 
that their industry is just coming 
of age and that 1955 will be a 
bigger and better year of adver- 
tising specialities. But, regardless 
of the success they enjoy, accord- 


In another test to de- — 


ing to a message to ADVERTISER'S | 


WEEeKLY, they won't neglect their 
new “Calendar girl” promotion. 


making are done by the expert staff of Al Ahram free 


of charge. 
NOTES 

Official Bodies and Trade Associations in Great 
Britain and Egypt have been apprised of this 
undertaking. Every large manufacturer and the 
leading companies offering Middle East services 
will be approached. You will be consulted 
about it, as it is the most important publishing 


effort yet undertaken towards increasing British 
Trade in the Middle East. 


Al Abram 


Agents in Great Britain : 
Overseas Publicity & Service Lid., 
29 Oxford Street, London, W.1. Tel.: GERrard 0737/8 
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At the Lovell & oe Curtis 21st 

birthday party at the Savoy 5. G. 

Lovell Ug and Rupert Curtis 

welcome Lungley Powe (Hector 
Powe). 


Agency artist 


MANY advertising people will be 
interested to hear that Henry 
Trevick is now holding his first 
exhibition of watercolours at the 
Leicester Galleries. Mr. Trevick. 
who has spent 20 years in studios 
and advertising agencies, has for the 
past few years been a visiting in 
structor at the Regent Street Poly 
technic. 


TWO ACENCIES 
COME OF ACE 


ALTHOUGH the 2Ist birthday 
reception of Lovell & Rupert Curtis, 
Lid., was held at the Savoy on 
Sir Winston Churchill's birthday 
the agency's actual anniversary day 
was on September 16. But this did 
not detract from the enjoyment of 
the function by the 200-odd clients 
and other friends whom R. J. Lovell 
and L, R, Curtis were kept busy wel 
coming throughout the evening. 

Some interest was aroused by a 
couple of large silvered keys. The 
bigger of the two had been pre- 
sented to the joint managing direc- 
tors by the staff in the afternoon. 
The smaller had come from a client. 
together with a card bearing a motto 
which I do not intend to translate! 

The thanks of everybody present 
were ably expressed by Lungley 
Powe (Hope Bros. and Hector Powe) 
and acknowledged by the agency's 
directors 

* 7 * 


MEANy people are now fingering 
with amusement and satisfaction a 
beautifully made leather key-ring 
holder, carrying a pocket containing 
three newly minted pennies. This 
is Dudley Turner and Vincent Ltd.'s 
memento of their 21st anniversary, 
which fell due last Thursday. ik 
came on a card giving an hilarious 


a gtoup of nine 
influential newspapers 
AB.C.Weekly Net Sales 


118, 


989 


Dudley Turner. 


S. H. 


list of what could be done with 
the three pennies—such as acquiring 
14 copies of the Daily Worker, 
getting a quarter share in a horror 
comic, or using them “ otherwise at 
your convenience.” 

In their very pleasant offices in 
Buckingham Street, part of which 
used to be occupied b the 
Regent Advertising Club, ley 
Turner (chairman) and S. H. Vin- 
cent (managing director) can look 
back on 21 years of real achieve- 
ment. Of the five people with the 
agency when it started in Clements 
Inn, four, who include Ray Nash 
and Edwin Askwith, are now direc- 
tors. During the war, the agency 
was given accommodation by T. B. 
Browne Lid. Mr. Vincent had to 
run it almost single-handed, the 
other directors and most of the staff 
being in the Forces. Now the staff 
numbers about 60. 

DTV have a tradition of service 
to the advertising movement. Both 
Mr. Turner and Mr. Nash do 
notable work for the Two Freds 
Cricket Match. The former is 
chairman of the Regent Club and a 
council member of the Institute of 
Practitioners in Advertising, of 
which both he and Mr. Vincent are 
Fellows. 

Mr. Vincent, who used to be a 
commercial artist. is a member of 
the Creative Circle. It is good to 
see him fully recovered from the 
very serious car accident he had 
early this year, when both his legs 
were broken, which necessitated his 
absence from work for several 
months 


Press 
photographers in 
limelight 


P ress photographers — who 
normally struggle along with a 
heavy satchel over one arm and 


other photographic equipment liber- 
ally distributed over the body—put 
on their best suits last week to go 
to the Savoy. They went to receive 
awards in the British Press Pictures 
of the Year competition, sponsored 
by Encyclopaedia Britannica. The 
atmosphere was rather like end-of- 
term prize-giving at school—except 
that gin-and-tonic and smoked 
salmon sandwiches took the place of 
tea and buns! 

For the first time this year the 
scope of the competition was ex- 
tended to take in the Commonwealth 
and colonial countries, and Hector 
MeNeil, MP, chairman of En- 
cyclopaedia Britannica, reported that 
out of 100 prizewinners 20 came 
from overseas, Commenting on the 
general all-round improvement in 
the appearance of newspapers in 
this country, he added: “But I 
don't think we can claim that this 


competition is entirely responsible 
for that.” 
The prizes were presented by 


Norman Robertson, High 
missioner for Canada. 


rv 


Vincent. 
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Leonard Hill. 


US technology 


UITE a notable collection of 
industrialists and technical experts 
were at the Wellcome Research 
Institution the other evening to hear 
Leonard Hill, chairman of the trade 
and technical publishing house of 
the same name, give his impressions 
of the American technological and 
industrial scene. 

Mr. Hill's career is something in 
the nature of a dream come true. 
After the first world war, as a space 
rep for chemical publications, he 
decided to enter publishing himself. 
His first journal, Food Manufacture, 
now in its 30th year, was the first 
ever published for the food chemist. 
Now he publishes about a dozen 
periodicals covering a wide field of 
industry, agriculture, and _ tech- 
nology, as well as books of refer- 
ence, ; 

In spite of his business preoccu- 
pations, he has been chairman of 
the Regent Advertising Club; is 
immediate past-chairman of the 
agriculture group, Society of Chemi- 
cal Industry, and a member of the 
Society's council; and is presiden' 
of the North Hampshire Farmers’ 
Club and of the Young Farmers’ 
Club. Since the war, Ht has made 
several business tours abroad, par- 
ticularly to the US. 

Mr. Hill has twin daughters aged 
18 and lives at Carrington House. 
Mayfair, and Crux Easton, near 
Newbury. 

* * - 


COMBINING beer with boost, « 
friendly tribute to Rooster Publicity 
has been paid by William Hunter, 
owner and host of the George Hotel, 
Peterborough—a stone's throw from 
the main North Station. A new 
room, designed for comfort and 
gaicty, was opened recently and 
called the Rooster Room. Many 
of Peterborough’s leading citizens 
attended the opening. i 
Gaily coloured roosters—defiani. 
sedate, irate, paternal, prideful 
form the decorative motif, and 
pottery rooster adorns the bar. The 
designs were provided by Rooster 


Publicity. 
CONTACT 
WEEK'S WISECRACK 
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“We're screening our TV 
men to see if they've got 
a licence.” 
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David Nixon does a trick i in 


Mrs. Jones’ par Our... “ 
just for Mrs. Jonés < os 


4 
~ 


With the click of a switch the personalities of T.V. come 
right into Mrs. Jones’ parlour — into the circle of her close, 
personal friends. Here is a medium unlike any other in its 
intimacy. To understan i this is to understand the persuasive 
power of T.V.; but to make effective use of this power requires 
a sensitive feeling for the medium, the ability to judge to a 
hair’s breadth an inflexion, a gesture, a tiny yet dramatic trick 
of production, that will bring the performance alive over the 
electronic alchemy between studio and parlour. In no producer 


2 is this faculty more fully developed than in Dicky Leeman, will be working on commercials for many of our 


Head of Lytle’s T.V. Division. He will tring this rare gift to major accounts. We will gladly arrange a prelim- 
the production of Britain’s most persuasive commercials inary meeting to discuss your T.V, requirements . . . 


—when advertising talks person-to-person in che parlour. 


LYTLE’S will lead in TV 


GC. J. LYTLE (ADVERTISING) LIMITED, 2, 3 and 4 DEAN STREET, LONDON, W.1, TEL: GERrard 8646 
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ADVERTISER'S WEEKLY 


. Pablications News and Notes 


Readers write to 


Hulton journal 


Ninety-two per cent of adver- 
tisements inserted in Production 
Equipment Digest, and 90 per 
cent of products featured edi- 
torially have drawn written 
enquiries, state Hulton Press Ltd. 
This does not include enquiries 
sent direct to the manufacturers 
of the products. 

The monthly journal was 
started last summer as a con- 
trolled circulation journal sent 
only to production executives 
responsible for buying and 
specifying. 

The journal's reader service 
department has handled 4,447 
postal enquiries. Hulton’s state 
that this figure, related to aver- 
age readership during the jast 
six months, means that over 35 
enquiries were dealt with from 
every 100 readers. 

+ * * 

This week's 64-page issue of John 
Bull contains a record volume of 
colour advertisements. Of the 274 
pages of advertisements 11 whole 
pages are in colour. 

* ” + 

To mark the first anniversary of 
the showing of CinemaSco in 
Britain, , A. 5 eekly 
gave a luncheon to Spyros, P. 
Skouras, president of 20th-Century 
Fox Film Corporation, at the Savoy 
Hotel on Tuesday, 


The January issue of The Motor 
Boat and Yachting—the Nationa! 
Boat Show Number—will contain 
brief descriptions of the craft, 
engines, equipment and accessories 
of special interest to be shown at 
Olympia. 
* * * 


The January Ideal Home will be 
a kitchen planning and modernisa- 
lion issue. 

* * * 

The New Year number of Every- 
woman, on sale next week, includes 
a nent, competition with a 
prize of £250. 

* 


a” * 
_ The first issue of British Baby 
Carriages and Outfitting, catering 


for the home and export trade of 
the British baby carriage, nursery 
furniture, plaything and baby linen 
industries, Will be published on 
February 1. Initial print order is 
5,000, of which 3,000 are to be 
2s to selected buyers in 
USA, the British Commonwealth, 
Europe and the Near and Far East. 
Format is 9} in. b rf in. Full pa 

rate will be £25. Publishers are City 
Business Services (London) Ltd. 


* * » 
Cover es of Popular Handi- 
will in full colour from 


the January issue. Better quality 
paper will also be used. 
. ” * 

Licensed Trade News, the weekly 
provincial organ of the licensed 
trade associations, has been 
acquired by the Walsall Observer 
Press. Price 2d. and sold by sub- 
scription only, it circulates nation- 
ally amongst breweries, licensed 
victuallers and trade associations. 


* ADVERTISING MANAGER’S CORNER | 


@. E. D. 


We use quite a bit of geometry from time to time to 
work out new ways of using—and saving—card for 
our customers. But we haven't a great deal of time for 
Euclid ; we prefer to stick to the good old idea that 
the proof of the pudding is something to work out on 
the table, not the blackboard. What we're getting at 
is this, geometrically speaking : if you want to prove 
how much better your display advertising could be, 
done the Harris way, just make a straight line for 
29/30 Kingly Street and get our angle on your problems. 
We'll show you how we have succeeded with cases 
exactly parallel to yours, and, by extension, how we 
can square up your display advertising too. 


distinctive showcards, clever cut-outs by 


HARRIS 


THE FIRM WITH EXPERIENCE 


HARRIS ADVERTISING LIMITED, 29.30, KINGLY STREET, LONDON, W.! 
Tel: REGent 3295/6/7 


“Mercury Girl, 1955S" receives kisses 
from John bo (left), one of the 


judges, and David Nixon (right) 
compere. There were 22 semi-finals 
in cinemas all over the Midlands for 
the competition sponsored by the 
Sunday Mercury, Birmingham. The 
Lord Mayor of Birmingham pre- 
sented a £250 cheque to the winner 
at a gala ball at the West End Ball- 
room. Second and third prize- 
winners received £100 and £50 
respectively and the remaining 
entrants received £10 and an 
engraved powder compact, 
* * 

Junior Life, from the next issue 
(Winter 1954-5) will be published 
quarterly. The price will be in- 
creased to Is. 6d. and the pages to 
48. With the spring number the 
space rates will be increased to 
£10 10s. per page and pro rata. 

* * * 


Starting with the January issue. 
Power and Pedal will cover scooters 
as well as cyclemotors and auto- 
cycles. 

* ” 

Next week's issue of The Aero- 
plane (Temple Press) will be a 

cial number entitled “Helicopter 

velopment Review,” featuring 
British and foreign helicopters. 
| . ” ” 
For the third time this year 
Poultry Farmer is to have a colour 
cover, This week's issue, previewing 
the Smithfield Show and _ the 
National Poultry Show, will contain 
36 pages, of which 134 will be 
advertisements. It will contain a 
| record volume of stand details and 
advertising. 


CHRISTMAS NUMBER 


' COUNTRY LIFE 


The Christmas number of Country 
Life is an enlarged issue containing 
cs issue is square 

backed. There are 102 pages of 
advertisements, 18 of which are in 


164 pages. T 


full colour. 


_A wall panel illustrating the 
history of the company from 1748 
to 1954, has been installed in a new 
representatives’ reception room at 
Batger’s Clapham Common factory. 
A “help yourself” tray of Silmos 
lollies has also been incorporated. 
* . * 

The fourth gas sales and service 
conference is to be held, by invita- 
tion of the Scottish Gas Board, at 
the Heads of Ayr Holiday Camp, 
in Scotland, from September 13 to 
15 next year. 

oe * 7 

Leon Goodman is giving his 
annual Christmas Party to the 
children of the staff of Leon Good- 
man eg be Ltd. this Saturday. 
It is being held at the St. Pancras 
town hall. 


Psssst ! 


Look and Listen, the journal of 
audio-visual aids to education and 
instruction, has been acquired by 
the Cable Printing and Publishing 
Co., Ltd.,.who have been printing 
it at their Cross Street, Islington, 
London, works recently. 

_ * * 

The recently - formed Pitlochry 
Development & Publicity Associa- 
tion are planning the distribution of 
5,000 posters and 50,000 leaflets in 
colour to tourist agencies to publi- 
cise local events and attractions. 

- 7 

A special exhibition of canned 
foods, now being held at the Canned 
Foods Advisory Bureau in Wigmore 
Street, London, W.1, tells the 
history of canned foods in war. 

* * * 


Miniature sunshades which open 
are included in a sales promotion 
letter, one of a series being sent by 
Swissair to travel agents. 

* * 


Temple Press Lid. have published 
the 15th edition of The Motor Boat 
and Yachting Manual. it has 390 
pages of text and sells at 10s, 6d. 


Phffft ! 


Columbia Pictures have issued 
quad crown and 48-sheet posters 
bearing the inscription “PHFFFT— 
pronounced P-h-f-f-ft" to publi- 
cise their new film of the same 


name. 

* * 7 

The Irish Censorship of Publica- 

tions Appeals Board has revoked 
the ban recently imposed on_ the 
sale and distribution of the Daily 
Sketch in the Irish Republic. 

* * * 


Golden Block Ltd., manufacturers 
of margarine and cooking fat, are 
using trade press advertisements 
to offer grocers a free booklet 
entitled “The Story Behind Mar- 
garine,” as told by L. A. May, 
chairman and managing director of 
the firm. 

* 7 * 

Almost 30,000 entries were re- 
ceived from all parts of the country 
in the “Copydex” Slogan Contest, 
which closed on November 27. 
First prize of £100 was won by 
a Hayes, Middlesex, housewife. 
National and provincial advertising 
announced the competition. Agents 
were David Macauley Advertisin; 
Ltd. Press publicity was hand 
by Peter Collins. 
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IPR officers 
elected 


Sam Black was elected chair- 
man of the council of the Insti- 
tute of Public Relations, and 
Leslie Hardern vice-chairman, at 
a special meeting of the new 
council of the Institute last week. 
Charles Birdsall and lan Harvey, 
MP, were co-opted to the council. 

The education sub-committee 
has been given the status of a 
standing committee, to enable it 
to carry out the work of planning 
the Institute’s examination more 
effectively. 

The a tee honorary officers 
were appointed: editor of jour- 
nal, Sam Black; programme 
director, Allan B. Ashbourne ; 
press officer, Eric Williams ; edu- 
cation secretary, Charles Birdsall ; 


membership recruitment  secre- 
tary: Francis Butters; and 
honorary solicitor : Gerald 
Whateley. 


Strand body meets 


Sir Beverley Baxter was the 
speaker at the Strand Associa- 
tion’s luncheon at the Charing 
Cross Hotel last Thursday. Sir 
Beverley spoke of his life as a 
journalist. 

He was welcomed to the 
luncheon by J. Phillips, vice- 
chairman of the Strand Associa- 
tion, and after the luncheon was 
thanked for his talk by the chair- 
man, S. Skingle, governing direc- 
tor of Stewart Skingle Ltd. 


On behalf of the directors of the Birmingham Gazette and Despatch Lid., 
R. 


. T. Gibson (centre) 
to H. Benoit, rary, 
On the left is W. B. 


esents a gol 


itor-in-chief, who resigned because of ill-health. 
orrell, managing director. Mr. B 


wrist watch and two easy chairs 


enol was accom- 


panied by Mrs. Benoit, 


Laundries told: Use new medium 


Laundries should use the new 
commercial TV medium to im- 
prove public relations, Leonard 
Garland, director of S. T. Gar- 
land Advertising Ltd., suggested 
when he spoke to the Pall Mall 
Laundry Sales Discussion Group. 

There appeared to be more 
complaints than compliments * 
about laundry work, he said, and 
television could be used to over- 
come this, 

He said that if launderers were 
thinking in terms of commercial 
television an attempt should be 
made to get into the shopping 


make it your business to 
visit this Exhibition 


MANUFACTURERS Of every type of product, from cars to 
capsules, are faced with the problem of packaging—whether 


for Home or Export markets. 


about 200 of the leading members of the packaging 
industry show how the use of new developments in design, 
materials, methods and machinery can make your packaging 
pay—by reducing production costs and increasing sales 

at the point of purchase. Everyone engaged in 

the marketing and selling of merchandise will find THe 


Remember the Dates Jan. 18th-28th, 1955 


PACKAGING EXHIBITION interesting, stimulating and instructive. 


Open daily 10 a.m.—6 p.m. 


Organised by 


PROVINCIAL EXHIBITIONS LTD. in association wivh 


F. W. BRIDGES & SONS LTD. m collaboration with The Institute of Packaging, Lonus 


All enquiries to:- Organising Director, PROVINCIAL EXHIBITIONS LTD., CITY HALt 


Alt THE PACKAGING EXHIBITION, 


guide programmes. Eventually 
the industry could consider using 
TV time for advertising the 
advantages of commercial laun- 
dering, and putting over specific 
selling points. As the regional 
programmes developed, special 
points could be made which 
would apply to laundries in a 
given area. 

At the same meeting, L. R. 
England, director of Mass Obser- 
vation Lid., reported progress on 
the group's regional laundry 
survey which is finding out why 
people do not use laundries. 


Ml NATIONAL anp 


Alle RY, A/LIA 
MATERIALS anne 


MACHINERY, 


ee VQ 


Packa 


Exhibitiog 


OLym PIA 


DEANSOATE, 


ADVERTISER'S WEEKLY 


Paper covers more 
than 100 years 


More than a century of news- 
paper production in Exmouth was 
celebrated at the first annual 
dinner of the staff of the Exmouth 
Journal. \t is hoped that this 
dinner is the first of many to 
come. Exmouth, it was stated at 
the dinner, has had its own news- 
paper for well over a century, for 
when the Journal was founded in 
1858 it incorporated the Exmouth 
Mercury and Budleigh Salterton 
Observer, which had then been 
published for many years from 
an office in the Strand. 


Nielsen's move into 


West Germany 


A. C. Nielsen Co., the market- 
ing research organisation, is now 
operating in Western Germany. 
It will provide German and inter- 
national clients with reports on 
sales of brands and commodities 
through retail food and drug out- 
lets serving Western Germany's 
population of 48,000,000. 

The new company is under the 
direct control of Justin Power, a 
director of the A. C. Nielsen Co., 
Ltd., Oxford, and is, like other 
Nielsen companies in Europe and 
Australia, under the general 
supervision of Dr. E. L. Lloyd, 
vice-chairman of the British 
company and executive vice-presi- 
dent of the parent company in 
Chicago. 
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Films tie-up with 


savings scheme 


Publicity tie-ups with two new 
films have been arranged by the 
National Savings Committee. The 
first tie-up is with Walt Disney's 
film, “The Living Desert,”’ with the 
slogan “Your life will never be a 
Living Desert if you invest in 
National Savings.” 

A_ second tie-up features Ealin 
Studios’ film “Lease of Life,’ wit 
the slogan “Your money will have 
a new Lease of Life invested in 
National Savings.” A further pub- 
licity tie-up with a new Norman 
Wisdom film is being prepared. 

A pre-Christmas screening of 
slides throughout 446 cinemas is 
lanned (to support the “New 
Savers Campaign.” National 
Savings advertising is handled by 
Rumble, Crowther & Nicholas Ltd.. 
A. Pemberton Lid., W. 8. Crawford 
Ltd., and T. B. Browne Lid. 


2» Chanchimaanen al 
Shell launch new 
vaporising oil 


“Shellspark,”” a new vaporisin 
oil produced by Shell-Mex & B 
Lid,, was marketed for the first time 
this week, Large spaces have been 
used in technical journals, farming 
jo te and the local press in agri- 
cultural areas to introduce this new 
product, 

The Shell & BP farm. service 
exhibit at the Smithfield Show has 
been devoted to displaying the new 
oil. A giant sediment bowt designed 
by the Shell-BP studios, demon- 
strates in vivid colours the advan- 
tages of using Shellspark. Agents 
are S. H, Benson Ltd. 
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Current Advertising 


‘Summer vegetables for Christmas’ 
theme for Birds Eye campaign 


“Don't Spend Christmas in the 
Kitchen!” is the theme to be 
developed in the biggest pre-Christ- 
mas campaign ever for Birds Eye 
quick-frozen foods, An _ intensive 
promotion is scheduled to start this 
month which will urge housewives 
to think of fresh summer vegetables 
for the Christmas menu. 

Large —_ will appear in the 
national daily and Sunday press, 
women’s and family magazines and 
the trade press. Elizabeth Craig, a 
cookery writer, will be featured in 
most advertisements and she will 
tell women “how to avoid the dreary 
vegetable preparation routine of 
Christmas morning.” Advertise- 
ments will also stress that the quick- 
frozen vegetables will eliminate 
washing and picking over, plus the 
fact that the traditional “bird’’ will 
have as its partners the choicest of 
fresh summer vegetables. 

A special campaign, addressed to 
retailers, will also be running in the 
trade press. Agents are Lintas Ltd. 


Christmas message 


Many of the pre-Christmas adver- 
tisements for Dunhill cigarettes that 
are appearing in the national press 
feature the bearded face of Alfred 


Dunhill, with a special Christmas 
and 


message. Agents are 
Fergusson Ltd. 


F. & C. can print it for you 


quickly and well, by letterpress 


and offset lithography ... 


with all our Plant we plan for 
you, with all our Staff we serve. 


FOSH & CROSS LTD 


for booklets, folders, maps, posters, painting books, 


broadsheets, 


showcards, 


catalogues, periodicals, 


also BLOCKMAKERS, BINDERS, EMBOSSERS, MOUNTERS 
80-92 MANSELL STREET, LONDON, E.1 


Telephone ROYAL 1731 (10 lines) Telegrams ‘Printrade’ London 


Fyffes back in 
the big spaces 


Fyffes’ bananas have recommenced 
advertising on a large scale for the 
first time since the war. Broadcasts 
from Radio Luxembourg, cinema 
advertising, large spaces in national 


daily papers, eg = in the. 


London evening press, half-pages in 
colour in women’s magazines and 
spaces in the trade press are all part 
of an extensive campaign. . 

Advertisements feature Fyffes’ 
Blue Label bandhas, a very heavily 
advertised pre-war bran name. 
Advertisements announce “The 
famous blue label is back.” A free 
booklet of recipes for party-season 
dishes is also offered. 

Advertising is being handled by 
Mather & Crowther Ltd. 


‘Come to Brighton’ 


scheme abroad 


“Operation Continental” is the 
name that has been given to a 
special publicity campaign to attract 
foreign holidaymakers to Brighton. 
The project is scheduled to start 
next year. The main campaign will 
be in France but other countries 
will be included in the drive. Adver- 
tising is handled by Napper, Stinton, 
Woolley Ltd. 
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Collective drive 


for vacuum flasks 


A_ collective campaign for 
vacuum flasks is being launched 
by the Vacuum Flask Manufac- 
turers of Great Britain. It will 
draw the attention of housewives 
to the variety of uses for vacuum 
ware. 

The advertisements—which will 
appear in women’s interest maga- 
zines—will suggest ways in which 
the correct use of vacuum ware 
can assist the preparation of 
snacks and meals for parties, 
leisure activities and the outdoor 
worker. 


Richmond Towers Ltd. have 
been appointed to handle the 
campaign which is backed by 
Acme Vacuum Flask Co., Ltd., 
Vacco Ltd., Thermos (1925) Ltd., 
Isovac Ltd. and the British 
Vacuum Flask Co., Ltd. 


Extensive campaign 


for Aertex 


Nearly 1,000 publications will 
carry advertisements for Aertex 
garments in an extensive 1955 cam- 
paign. Spaces are being taken in 
national daily and Sunday papers, 
provincial papers, monthly and 
weekly magazines and the trade 
press. 

The promotion will reach a peak 
in May, when an “Aertex Week” is 
to be held. Besides the usual theme 
of Aertex advertising, part of the 
campaign will be concentrated on 
men’s shirts and pyjamas. Agents 
are Osborne Peacock & Co., Ltd. 


CURRENT ADVERTISING AT A GLANCE 


Accounts 


BLAW KNOX LTD. for Technical 
& General Advertising Ltd. from 
January 1. To handle advertising 
for excavators and graders. 

JOY ELECTRIC CONVERSION 
SET FOR LAWNMOWERS for 
Earl Eagling Publicity Ltd. Cam- 
paigns in trade press from Janu- 
ary |. Provincial campaign being 
prepared. 

R. & W. PAUL LTD., Ipswich, 
poultry pig and cattle foods, for 
G. Street & Co., Ltd., from 
ag By 

CABLE MAKERS ASSOCIATION 
for Crane Publicity Ltd. from 
January |. Campaign being pre- 


ared. 

PENBERTHYS of Oxford Street 
for G. S. Gerrard Ltd. National 
ress campaign being prepared. 

C.G.L. ENGINEERING LTD., for 
Earl Eagling Publicity Ltd. 

VICTORIA ARDUINO CO., LTD. 
for E. W. Wilson Advertising & 
Publicity Lid. Campaign in trade 
ress. 

GIVAN’S IRISH LINEN STORES, 
PAIGNTON CORPORATION 
for F. John Roe Ltd. 


Campaigns 
KLINGDECOR plastic sheet usi 
monthly home magazines a 
trade press. (C. P. Wakefield Ltd.) 
BIRDS EYE quick frozen foods 
using large 5 s in national 
dailies and inten, women’s 
magazines and trade press for 
7 \ campaign. (Lintas 
td.) 


FYFFES bananas using national 
daily papers, London evening 


press, women’s magazines, trade 
press, Radio Luxembourg and 
films. (Mather & Crowther Ltd.) 

TERYLENE socks using national 
dailies and Sundays, London 
evening press, provincial pers 
and trade journals. (Mather & 
Crowther Ltd.) 

ROWNTREES fruit gums using 
half-pages in Daily Express, \arge 
spaces in national dailies and 
Sundays, provincial and trade 
press and magazines for e- 
Christmas campaign. (S. T. Gar- 
land Advertising Service Ltd.) 

SUNWAY blinds using national and 
trade press and monthly maga- 
zines. (C. P. Wakefield Ltd.) 

NESTLES chocolate using haif- 
pages in Daily Express for pre- 
Christmas campaign. (Saward, 
Baker & Co., Lid.) 

SUN-TANG orange drink using 
London and provincial evenings 
and trade press. (Allardyce 
Palmer Ltd.) 

GRANDEES slacks using half-pages 
in Daily Express, large spaces in 
national ress, half-pages in 
Punch Esquire and trade 
en for 1955 campaign. (Legget 

icholson & Partners Ltd.) 

CHICK-CHICK egg shampoo using 
trade press. (Misani Gooderham 
& Young Ltd.) 

AERTEX using national! dailies and 
Sundays, provincial press, ——. 
zines and trade press for 1955 
eaneen. (Osborne-Peacock Co., 
td. 


DECCA 45 RPM EXTENDED 
PLAY records using national daily 
and Sunday papers, provincial 
and trade press. (John Tait & 
Partners }.td.) 
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Not with us... 


In the advertising business there are a number of young gentlemen who 
drift about in rather Edwardian suits and curly brimmed bowlers. Possibly 
in the course of time they’ll mellow and become good advertising men. But 


you won't find them with us. 8S. C. Peacock isn't a school for the ‘precious’. 


It’s a hard selling agency staffed with hard working people whose sole aim is to 


improve the sales of our clients’ products. In each carefully timed, carefully 


placed advertisement the potential customers are told what we're selling, 


why they should have it and how they can get it. This is by no means as easy 


as it sounds, but the results make it well worth while. We've proved beyond 


all doubt that our kind of advertising, with its clear, sound thinking and 


hard hitting approach, increases sales substantially, and if that is what you 


want to do we suggest you see S. C. Peacock about it. 
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‘More the merrier’ for 
trade press ads 


Advice to advertisers never to discount the trade papers 
was given by Andrew Milne, director and general manager 
of the Dr ’ Record and Men’s Wear group at last Friday’s 
meeting of the Publicity Club of Glasgow. 


a “There are two sides to the 
rd counter,” he said, “and to ignore ti 
as “Leicester Evening Mail"’ photograph. one is as if a man ‘s to go Adve ing 
a out in his coat but leave his 
is Ai the Publicity Chub of Leicester's dinner-danee Miss Valerie Bingham trousers behind.” Diary 
3 (right) —- a box of orchids, on behalf of the club, to the president's Since the war the trade press Friday, December 10 
EF wife, . H. Cave. Also in the picture are G, Bingham, chairman (eft), had i ased in i Berxs & Bucks Pupiiciry Associ 
= Mrs. Bingham and club president Harold Cave. increased in importance as TION Christmas funcheon. Hotel de 
> an advertising medium. Many Paris, Seoyca-Themes, 
3 Leicester people even complained that Pusticity CLus oF SHEFFIELD lun- 
x —— some papers are carrying too Secs. ; Speaker D. Leeman. Grand 
2 many advertisements. nen ; 
& High position in culture needed “But have you and a pal ever Monday, December 13 
j ag a! Cius oF LONDON meet- 
“Roses, roses all the way . some suitable title for Leicester, one gone to 8 show in am empty n H What Youth 
was the theme of the Publicity Chit that would match Nottingham’s ‘heatre? However good the Thinks.” Waldee! Hotel. 6 =. 
‘ of Leicester's annual dinner-dance “Queen of the Midlands,” Coven- cracks are, you don’t feel much 
last Friday. On cach menu card try’s “City of Three Spires,” or like laughing. But if you are Tuesday, December 14 
‘ yt — I ne | suoorved Birmingham's “Work-shop of the as ae together with a few Twamry Cius or Lonpon Christmas 
2 ockings m undred other rs) SEIT . 
es with a conventional rose, a tablet In response, the Lord Mayor of FOR pee ae Britis AssOciATION OF INDUSTRIAL 
i of soap in the form of a pink rose, Leicester, Ald. Harris, commended Epstons luncheon mecting. C. 
- and a hu box of Christmas the club’s desire for integrity in emery } dk . & 7 a 
3 ribbons, seals and wrappers. advertising. “But,” he added, “if u EWS pine hewt ae ‘wold 
In proposin the toast, “The Cit I were in control of advertising, 1! ; 1230 pm. j Koei 
of —— peeks A ate 7 the clul wane ee upon the price of te Recent ADVERTISING CLUB lecture. 
3 resident, emphasise gicester's commodity advertised being clearly : ; Collins on “Advertising 
% high position Pedustrially and said = stated.”’ burst your sides ~ the Ganmest Coes.” One pm. 
#y that the time had come when the Among the guests were repre- jokes. The same with ads.— it's Women’s ADVERTISING CLUB OF 
o city should endeavour to attain an sentatives from the Birmingham, ‘he more the merrier,” he said. Woeking y yo Re 
4 equally high ition in the world Coventry, Nottingham and Wolver- Taking “Behind the Scenes in a dero Restaurant. 7 p.m. 
ns of culture. ¢ also searched for hampton clubs. Trade Paper” as his subject, Mr. 
4 — _ ee — Milne said their watchwords adage opt 1S » 
ms were “Maintain, develop and }'F* lecture. H. Martin om “Paper” 
4 safeguard.” But safeguard was pte atl ae hy “a yt 
a BR the one he would emphasise. annual dinner. 
4 | Advertisements often appeared Pussy Srassr =—— ie Gane. 
i which, though innocent in inten- | gh 
a MEN tion might be harmful to the 
0000 trade. For instance a tobacco ad. Theveday, December 16 
urging girls to buy their bo ee he ee 
friends a pipe instead of an ugly _ fectane. G. ‘Abbott on ‘Sales 
cap had to be pilloried, ae any one ha < 44 
: 4 . grave Square, S 1 6.30 p.m. 
a nN | vam — urged advertisers to BimMInGHaM Pusiicrry ASSOCIATION 
vr et trade papers have early in- Christmas dinner party. Imperial 
i TN formation on products. Hotel. 7.30 p.m. 
E. 3 4 “That way it’s news—and it ~ Sages Group meeting. 
5 Subject ‘Advertising Campaigns.’ 
‘ y makes a bigger impression on the Pusticiry CLUB oF —- s ven 
: readers, But it is no use asking Tyne luncheon meeting. Sir S. ° 
oe us to boost a product ‘because 7 ee — a and 
: . . . vi ° 
a the retailers like it.” If the re- Crry ee Letmen Couses lecture 
ye, ae > oy « about it, our work Speaker: C. M. Schmitthoff 
5 is already done.” 
r 
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oooo WHETHER YOU SELL IT, 
FILL IT OR BUY IT —PLEASE 
SPARE AN EVEN GREATER 
SPACE IN YOUR HEART AND 
POCKET THIS YEAR FOR 


BART'S KIDDIES CHRISTMAS 
PARTY COLLECTION 


AT THE Ss 
re colina HS hd i i i Arka eae 


FLEET STREET COLUMN 
CLUB CHRISTMAS LUNCH o |) aici site president of the club and adver ing manager of the 


“Scottish Daily Express.” On his -, are president J. “wt 4 (Peter A, 
Menzies, Glasgow) and D. Wilkie, secretary of the cl 
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Fleet Street 
Column Club 


Lord Mayor as 
chief guest 


Nearly all the 750 tickets for this 
ear’s Fleet Street Column Club 
unch on December 15 have already 
been allocated. Among the guests 
invited by the directors of the club 
are the presidents and chairmen of 
all the London advertising clubs, as 
well as most the newspaper 


managements. 
wests will be the Lord 
s 


The chief 
Mayor and Sheriffs, 

For the entertainment of members 
and guests two top radio and TV 
artists will be there. The Alsatian 
Revellers will sing carols, and there 
will be, as before, trumpeters, 
balloons and crackers. 

There will also be the usual 
appeal, always gencrously sup- 
pee. on behalf of the BARTS 

iddies’ Christmas Party. 

The lunch is timed to start at 
12.45 p.m. Members and sts 
should be at the Connaught Rooms 
by 12 noon. 


Ox ford 


Standards experiment 


Rodger Diplock, secretary of the 
Retail Trading-Standards Associa- 
tion, outlined the activities of his 
association in a talk to members 
of the Advertising Club of Oxford 
on “An Experiment in Voluntary 
Trading Standards.” He traced the 
history and growth of the RTSA 
and explained how its work had 
increased in importance since and 
in relation to the Merchandise 
Marks Act. 


Ss 


On the top table at the Golden Jubilee Year dinner of the Press Golfing 
Society (. to r.): the Hon. Max Aitken, president, Reg. Hinder, cuptain, 


W. Emsley Carr, Sir Harold Smith and Sir Harold Bowden. 


Among more 


than 100 at a lively function at the Press Club last Thursday were Sir 
Harry Brittain, L. W. Needham, Arthur Christiansen, J, H. Brebner, Dick 
Simmons, A. H. Mclsaac and Harold Fish. Sir John Maud responded to 


a toast to the guests. 


Trophies were presented to the year's winners 


Enter- 


tainment was provided by Leslie Sarony, Max Seymour, Tudor Evans and 
Harry Riley with Leslie Murchie at the piano. 


Hull 


Club that began 


over coffee 


The story of the Publicity Club 
of London—the club that started 
over a cup of coffee in the Norfolk 
Studios, London, in 1913—was told 
by E. E. Preston at a Hull Publicity 
Club luncheon. Members of the 
club suggested the Cenotaph and the 
Grave of the Unknown Warrior 
after the First World War, and the 
lines on which Poppy Day should 
be held, he claimed. Standards of 
practice in advertising were intro- 
duced in 1924, and enthusiastically 


taken up by the club. 
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Among the members and guests who attended the annual dinner-dance of 
the Bradford Publicity Association, held at the Midland Hotel, were (left 
to right) chairman Walter A. Williamson, Mrs. Williamson, Ernest Marriott, 


the president, and Mrs. Marriott. 


The president of the Publicity Club of 


Leeds, C. Roderick Gallant, and Mrs. Gallant, were also present. 


Leeds 


Ideas in power 


Sir Stephen Tallents, public 
relations adviser to the Advertisi 
Association, told the Publicity Club 
of Leeds that to-day we are livi 
in a time of revolution, when, all 
over the world, ideas have seized 


, “To-day, ideas are the 
most valuable of cargoes in peace ; 
in war, hot or cold, the most .- 
ful of projectiles. We need, for the 
conveyance of ideas, whether in the 
transactions of nations, or in the 
daily life of city, street, and village, 
an ever-more sensitive and pervasive 
system of communications. 

“The desks, the offices, and the 
studios in which the arts and crafts 


of advertising are pursued together 
form the only workshop in_ the 
country where the adaptation of our 
system of communications is being 
continuously pursued, 

“Even those directly engaged in 
advertising do not always appreciate 
the full justifications of the services 
which they are rendering.” 


Nottingham 
Student guests 


Students of photography from the 
Nottingham College 7 Art and 
Crafts were among guests who 
attended a talk given to the 
Publicity Club of Nottingham by 
Roger Wood, a 

grapher. 


Birmingham 
To-morrow’s sales 


and the ad manager 


In a talk on “To-morrow's Sales” 
to the Birmingham Publicity Asso- 
ciation, W. G. Appleyard suggested 
that the advertising manager is 
better qualified to assess the possi- 
bility of to-morrow’'s sales than the 
sales manager, who, he said, is often 
too conscious of competitors and 
too tied up with the administration 
of his own sales force. 
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New PGS officers 


Arthur Christiansen is to succeed 
Max Aitken as president of the Press 
Golfing Society, it was decided at 
the 50th annual meeting last week. 
Will Stewart will be next year's one 
tain, in succession to Reginald $. 
Hinder, who, however, remains 
honorary secretary. 

Other officers are: president-clect, 
Harry Ainsworth; vice-presidents, 
Bernard Darwin, Alexander Webster, 
Herbert C, Tingay, Harold Snoad 
w. ae Carr, A, C. Dunean, and 
P. E. Verstone; vice-captain, E. 
Elverston ; hon, treasurer Ve 
Brodzky; committee, P. G. Camp- 
bell, T. Cochrane, H. L. V. Day 
hon, competitions secretary), J. 

nkley, A. R. Everett, R. G. Hills, 
R. J. Lunt-Roberts, Machray, 
G. Odhams and J. Velati. G. t 
Cousins and F. J. C. Pignon will be 
co-opted when necessary. 


London 


Christmas lunch 


Tommy Trinder will be the guest 
of honour al the Christmas luncheon 
of the Publicity Club of London to 
be held at the Savoy Hotel on 
hin A next week. Carols will be 
sung by the choristers of St, Bride's 
Church, and Arthur Guinness & 
Son Lid. will provide a memento 
for everybody, 


Advertising-Press 


The Irish Advertising-Press Club 
had a full house of over 500 at its 
annual dance in the Metropole Ball- 
room, Dublin, last Friday. There 
was a record number of spot prizes, 
and during the night a souvenir 
newspaper was distributed. 


**We can meet at my Club 


in Mayfair...” 


Annual Subscription 


on photo- 


* Junior * Country 


£2.2.0 £1.1.0 10/6 


(under 21) 


THE REGENT ADVERTISING CLUB 
la Chesterfield Street, Mayfair, W.1 rt 
Telephone: GRO 6545 


The snob value of having a 
Mayfair Club is but incidental 
to the benefits ‘Regent’ mem- 
bers enjoy. Here you get your- 
self known to people in every 
department of Advertising. Here 
you can attend lectures and use 
the Club's magnificent Advertis- 
ing library. And here you can 
eat, drink (soft or hard) and be 
merry, in good company and 
with good entertainment. 
There's a social evening every 
Friday, an excellent time to 
look over the premises and 
savour the pleasant Club atmo- 
sphere. You will be very 
welcome. 
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her child, wo 
your ~ 

sales-booster ? 


Could be. “Gartex” Advertising 
Balloons float in the best buying 
circles ... informing ...reminding 

.selling, all their ong, long life. 
“Gartex” are printed to sell 
your product. For details, write: 


Sales ae Se NGor Li “Gorfld 


ig 
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SILK SCREEN ARTS L 


97 SHIRLEY ROAD. CROYDON 
ADOISCOMBE 3147-6 


HIGHEST GRADE 
CLEAN» SHARP 
CRAIT  MANSH 


\PEEDY SERVICE 
\ EXPRESS £ 
DELIVERY 


PLANNED 
PACKAGING 


WILLIAM W. CLELAND LTD 
PRINTERS AND BOXMAKERS 


STAPLE HOUSE, CHANCERY LANE 


LONDON, W.C.2 HOLbern 252! 


Giants? 


. you will like our illustrated 
ant photographic 
for your copy 


Pocket! 


CIRCULATIONSCOPY DATES—SCREENS—AD. 
RATES—TYPE AREAS— etc. etc. 
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Gas Council contest for Britain’s 


new housewives 


PRESS ADS CARRY ‘TEASERS’, Coupons M@eCann’s board 


FOR £1,660 COMPETITION NEXT YEAR 


A national competition to discover “Mr. Therm’s Bride of 
the Year” has been organised by the Gas Council. Cash and 
other prizes to the value of £1,660 are being awarded. 


The competition will be held in rounds, 
organised by the 12 area gas boards. 


THE 


FARMERS’ 
GAZETTE 


(Established 1842) 
Ireland's leading weekly farming 
journal, with the 
LARGEST CIRCULATION— 
for effective coverage of the valuable 
Irish farming market. Copy and ad- 
vertisement rate card on request. 


Head Office: 
179 PEARSE ST., OUBLIN 


oo euneT STREET, &.CA. 
A Central 5453 


MUL-TYPO 


(incorporating the Postal Advertising 
Company) 


Facsimile and General Printers 
PO ao ate Specialists 
* Uhagaapty ° Lomterpress 
143 NEW ‘BOND STREET - LONDON w.1 
MAYFAIR 1828 


G.F.KRUSE 


LTD. 


ON NEARLY 
BRITISH PUBLICATIONS 


THE THINGS THEY SAY! 


AGENCY DIRECTOR: 

¢ must compliment this 
production as we feel it will be indis indis pens - 
able A meetings with clients . . as 
crop up and bulkier 
works are e not to hand.’ 
SPACE BUYER 
"The basic facts are 
ageeny and save a trip 


ACCOUNT EXECUTIVE: 

“I was delighted to receive my copy | 
of the Pocket Press Guide . . I have 

had it a day but it has already proved 
itself immensely useful 


PRODUCTION MANAGER: 
“It's good . . I like the mechanical data 
and Copy Dates already worked out...” 


Per Copy post free. 


POCKET PRESS GUIDE 


Obte inable 
from: 


DAVID ™. BOND, 120 BANK C 
329 HIGH HOLBORN, 


HAMBERS, 
LONDON, W.C.!. 


Holborn 2937. | 


the first three being 
The winners of the area 
finals will appear at the Royal 
Festival Hall to compete in the 
national final on November 1, 
1955. 

Entry forms for the competi- 
tion wil} be available in March 
from all gas showrooms through- 
out the country. In addition both 
national and local newspaper 
advertisements will carry a cou- 
pon with which housewives wish- 
ing to enter can apply for an 
entry form. 

From February all general Gas 
Council advertisements will carry 
a “teaser” mention of the compe- 
tition. Three hundred thousand 
entry forms are being printed and 
the last day for sending them in 
is May 31, 1955. 


Written questions 

Round one takes the form of 
a written competition, with com- 
petitors being asked to answer a 
number of questions on house- 
hold management, including 
cookery and laundry, and to give 
a number of reasons why they 
use gas. 

The second round will consist 
of a personal interview and the 
judging of a cake baked at home 
to a set recipe. Round three will 
be the area final, when competi- 
tors will take part in a test before 
an invited audience. 

The winner from each area 
final will come to London and 
compete in a housewifery test 
before an invited audience at the 
Royal Festival Hall. 

Small prizes will be presented 
to each competitor selected in 
round two. 

There will be a cash prize of 
£500 for the winner of the 
national final, with prizes 
amounting to £500 for the 
second, third and fourth prize 
winners. There will also be eight 
consolation prizes of £50. 

The competition will be open 
to all brides who have been mar- 
ried between January |, 1954, and 
April 30, 1955, with the exception 
of employees and wives of 
employees in the gas industry. 


® Continued from page 637 


| for commercial 
television 


commercial television was intro- 
duced. 

“There was a slight dip in press 
advertising—but there was a 
quick and complete recovery. 

“It should be remembered that 
when four-colour advertising 
became available agencies did not 
try to persuade all their clients to 
change over from black and 
white. Each case was studied on 
its merits. 

“We at McCann - Erickson 
believe that however widely the 
medium of TV is used the power 
of newspaper advertisements will 
not be diminished.” 


Secret research 


It was also announced that for 
the past two years the agency has 
had a “secret panel” of 200 tele- 
vision viewers providing data on 
viewing habits and the popularity 
of different stars and types of 


programmes. 

Closed circuit TV was used at 
the press conference, which was 
held at the Café Royal, London. 
The new McCann's TV board 
appeared on four television 
screens, and the press asked 
them questions by means of a 
roving microphone connected to 
the presentation room. 

Barry Baron said: 
advertisements are 
modern, informative and usually 
make interesting reading. TV 
commercials have got to be just 
as attractive as press advertise- 
ments. We felt that no one 
executive could do the job as well 
as we thought it should be done. 
That is why we have created this 
team.” 


“Press 
bright, 


McCann's emphasised that the 
BBC personalities on their board 
would still be free to work for 
the Corporation. 

The press conference was 
organised by The John Murphy 
Organisation. 


ISMA CONFERENCE 


Theme of the Incorporated 
Sales Managers’ Association 
annual conference at Eastbourne, 
4 ril 2 to 4, 1955, will be “Sales 

iency and net profit.” 


Radio Luxembourg TV—but not here 


Radio Luxembourg will launch 
a television service in the 
middle of next month. It will 
be known as Tele-Luxembourg 
and will cover extensive areas 
of northern France. 

G. Clement Cave, general mana- 
ger of Radio Luxembourg 
(London) Ltd., states there is 


little possibility of the service 
reaching this country for a very 
long time. 


aspects, would have to be over- 
come. 
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No ban on 


interior 
signs 


There are no restrictions of any 
kind of signs displayed inside 
buildings provided they are not 
visible from outside. This was 
stated by Mr. Duncan Sandys, 
Minister of Housing and Local 
Government, in the Commons 
recently. 

Asked if he did not think that 
it was a good thing that hotels 
and restaurants shoud be allowed 
to illuminate themselves as much 
as they wished in order to add 
brilliance to their surroundings, 
Mr. Sandys said he had no wish 
to “keep anybody's light under a 
bushel.” 

Another questioner asked if the 
Minister of Housing and Local 
Government was aware of the 
resentment felt by the Audenshaw 
Urban District Council regarding 
the decision to allow an appeal 
relating to advertisement signs at 
Guide Lane and the Shepley In- 
dustrial Estate. 

W. F. Deeds, Parliamentary 
Secretary to the Minister of 
Housing and Local Government, 
said he was not aware of it, and 
that the Minister had no power 
to alter the decision until fresh 
circumstances were produced. 


Staff exchanges 
by toy trade 


journals 


Important changes are an- 
nounced in the staffs of two 
leading toy trade publications, 
British Toys, recently founded 
organ of the British Toy Manu- 
facturers’ Association, Ltd., and 
Toy Trader and Exporter. 

G. W. Francis, editor of Toy 
Trader, has been appointed editor 
of British Toys and will join the 
BTMA on January |. T. V. 
Thomas, who was advertisemen 
manager of the Toy Trader, has 
joined BTMA as organiser of the 
Association's Toy Fair. 

Jack Watkins, who organised 
the Association's Fair and also 
edited British Toys, is resuming 
his former post as a director of 
Broadway Advertising Service, 
who have recently acquired a 
number of important technical 
accounts. 

J, W. Speight, who has been 
assistant editor and advertisement 
manager of British Toys, has left 
the BTMA to join Toy Trader as 
advertisement manager. 

Both Toy Trader and British 
Toys emphasise that these 
changes are effected in the most 
friendly spirit. The December 
issue of British Toys carries good- 
will messages, to those involved 
in the changes, from H. E. Bryant, 
chairman BTMA; Jack Watkins; 
and V. W. J. Tattersall, mana- 
ging director of the publishers of 
Toy Trader. 
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NEW EDITION OF FRENCH MAGAZINE 


1.200 current ads in new — 


British monthly 


A British edition of L’Actualite Publicitaire, the monthly 
French advertising magazine which is devoted entirely to 
illustrations of current advertisements in use in 20 countries, 


is to be launched next month. 


It will be called Advertising 


Parade, and will also be a monthly. 


It is expected that 25 per cent 
of this edition will be devoted to 
British advertisements in current 
use. The remainder will feature 
advertisements appearing in over- 
seas countries, with particular 
emphasis on the United States. 

The British edition will be pub- 
lished in France by Editons du 
Trefle and handled in this countr 
by a company now being formed, 
the managing director of which 
will be P. Reveillon, proprietor 
of Bottin Advertising Agency. 

A minimum of 1,200 current 
advertisements will be carried 


each month in four 
covering household 
foodstuffs 
and toilet 


sections 
appliances, 
and drink, clothing, 
and beauty prepara- 
tions. Subscription will be £8 3s, 
Each section of the general 
edition will be on sale separately 
at a subscription rate of 
£3 Ils. 6d. 


From time to time there will be | 


supplements covering direct mail, 


poster, screen and dealer 
advertising. 
Paid-for advertising will 


accepted at a later date. 


As a Christmas present to the Royal School for the Blind, Leatherhead, 
the Commonwealth Bank of Australia, in collaboration with the Australian 
Government, has lent one of its windows in the Strand for a display of 


clothin 
dresse 


made by blind people at the Royal School. 
by students of the College for the Distributive Trades. 


The window was 
Later the 


display willbe transferred to other Commonwealth Bank premises. 


‘Better paper for 


As part of an improved service 
for advertisers, Furnishing World 
which is to increase its page size 
in the new year to give a type 
area of 10 x 7 ins., has announced 
that “an improved quality of 
paper” will also be introduced. 

Advertisers are told, in the 
current issue: “The finer paper 
and extended type area will 
ensure for advertisers bigger and 
better illustrations with greater 
detail, clarity, and beauty in re- 
production—a great opportunity 
in 1955 for still more attractive, 
forceful selling.” 

The journal's regular art sup- 

ement will offer “tnequalled 


acilities for the finest colour re- 
oduction—for the most power- 

ul advertising impression.” 
Advertisement rates in Furnish- 

ing World will be increased to 


larger type area’ 


cover the costs of these additional 
improvements but advertisers’ 
bookings for 1955 made before 
December 31 will be given the 
present rates. 


Periodical opens 
record shop 


Radio Review has entered a 
new field by opening a record 
shop on the ground floor of its 
new premises at Grafton Street, 


Dublin. The opening ceremony 
was performed this week by 
singer Alma Cogan, who was | 


introduced by Eamonn Andrews, 
both of whom flew to Dublin 
specially for the occasion 

The were welcomed by manag- 
ing director, J. J. McCann, at a 
reception. 


aid 
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CLASSIFIED ADVERTISEMENTS 


Continued from page lii of cover 


MISCELLANEOUS 


FOR ORIGINAL GIRL PICTURES 
Pin-ups, Figure Studies, etc, of 
Visual Arts Club Models—singles or 
sets. Photo-Union Picture Library, 
12 Soho Square, London, W.1 

PIN-UPS AND COVER GIRLS in 
stock for artists and advertising 
agents. For particulars of studio 
facilities and enormous model files 


contact Philip Gotlop eee = 
Limited, 24 ~=Kensington Church 
Western 4130 


Street, W.4. 
COURSES 


in A.A. Exams! 


In the May 1954 Advertising 
Association Examinations 
LC.S. once again 
outstanding successes. I.C.S. 
Students won : 


3 Second place in Division * C." 


were 

LC.S. Home Study Courses in prepara- 

tion for both the A.A. and the LP.A. 

Examinations are comprehensive, up- 

to-date, and have been written 

experts actively engaged in the 

vertising field. 

Pirst class instruction is also available 

in COMMERCIAL ART, POSTER 
LETTERING 


DESIGN ‘and SIGN 
WRITING 


Write today for free book to DEPT. 26 
INTERNA CORRESPONDENCE 


SCHOOLS, International Buildings, 
Kingsway, London, W.C.2 


LATE CLASSIFIED 


ADVERTISEMENTS | 


VISUALISER/LAVOUT MAN. Not a 
run-of-the-mill type but on original 
thinker, preferably with experience of 
and a liking for working on women's 


accounts but versatile enough to 
handle other oducts if necessary 
Apply, Scott-Turner & Associates, 


Le 17.18, Dover Street, W.1. HYDe 
Park 0481 
| EDITORIAL LAVYOUT-ARTIST _ re- 
quired to assist on lar circulauidn 
weekly. Some typography and letter- 
ing ability essential Apply. 
Box 9588 Ad. Weekly 180 Pieet St BC4 
RESPONSIBLE POSITION sought a 
Advertisement Representative or 
Executive by former leading Agency 
Executive, aged 40. Honours Degree 
Now commercial manager of provin- 
cial newspaper group Understands 
Advertising and appreciates importance 
of service 
Box 9589 Ad. Weekly 180 Pleet St BC4 
GOOD OPPORTUNITY for clerical 
axistamt, male or female, in media 
department of well-known London 
agency Some previous ex; an 
advantage but not caomial. Write, 
eins full details, to 
x 9590 Ad. Weekly 180 Pleet St BC4 
ADVERTISEMENT MAKE-UP CLERK 
required for Technical Publishing 
house, Westminster district. 5-day 
week Write, stating experience and 
salary required, to 
Box 9591 Ad. Weekly 180 Pleet St Lee) 
ASSISTANT to Advertising Manager 
Important company with « National 
Campsign in two main consumer 
markets requires an Assistant for the 
advertuing manager. Young man of 
25-30 with some agency or other ex- 
perience, of good background, sound 
education, reasonable ambition, with 
a flair for the advertising thought and 


a steady mind. Write, with precis of 
= (a photo would ) to 
R. 785 c/o Streets, 110, Old 


Broad Street, F.C .2 
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CLASSIFIED ADVERTISEMENTS | 


RATES : APPOINTMENTS VACANT, 3s. 64.  Taged time, 40s. per disptay 
APPOINTMENTS WANTED, 3s. per line, 
classifications, 4s. per line, 45s. per display 


APPOINTMENTS VACANT 


PRODUCTION CLERK 


An interesting opening exists for ,. 
a young a or woman with Weekly, 

sound knowledge of blocks, type 
and copy detail. Score experience 
an advantage but not essential. 


o-= one line Is. covering 
180 Fleet Street, London, 


Superannuation Scheme, Staff 
—~ Social and Sports Club 
special arrangements re anless or che, or the employment, 

| Notification of V 


eek. AR omer 


pune! 
‘pene fac. Misimem, 5 lines. Box No. 


Series rates on application: all 


APPOINTMENTS VACANT 


Situations Vacant ; “‘ The engagement of persons answering these advertisements must 
be made through a Local Office of the Ministry of Labour or a Scheduled Employment 
Agency Ff the applicant is a man aged 18-64 inclusive or a woman aged 18-59 inclusive 
is — ~ 4 from the provisions of the 


1952.” 


~~ 

Write in first instance, in confi- WEST EN A EN 

dence, to the Staff Man a D G CY 

giving details ecaile of —~ 3s wad veaeres 

for finished lettering, layout and 
hy. Good neral studio 

ARTISTS ed for mail order cata- typograp ; 

Nate ilasirations, Must be fully | | Sxperience envencial. Ring GROsvenor 

experienced and soramomes to high o , 

standard of work mprovers a . 

soquired tor this department. Per- | LETTERING ARTIST required for 

manent positions in Central London studio. aan’ £10 per week. Write, 


vi 
see ei2s hd. Week Box 8435 Ad” Weekly 180 Fleet $¢ BCA 


ages 
4. Weekly 80 Pleet St PC4 


eSPACE BUYER 


An excellent opportunity occurs for a man under 
30 who has had at least 4 to 5 years’ experience 
in an active Agency Space Department. A 
thorough knowledge of National, Provincial, 
Technical and Trade publications is essential as 
he will be responsible for much media schedule 
planning. He will start as Assistant Space Buyer 
with a view to promotion to Space Buyer when 
the soundness of his judgment has been proved. 


@ ACCOUNT EXECUTIVE 


We are looking for a first-rate young executive 
with drive and enthusiasm to work in Norwich 
with Willsmore & Tibbenham (Norwich) Ltd. 
He will have a wide and varied experience on 
small as well as medium sized accounts, and will 
be capable of writing copy, visualizing and 
planning, as well as carrying out top level con- 
tact with clients. A knowledge of marketing a 
valuable asset. 


@ LETTERING LAYOUT ARTIST 


also wanted at Norwich where our top man has 
been lifted up into a more responsible position. 
We want a man as good (or better) to take over. 
He must be capable of first-class lettering and 
slick roughs, and a quick worker. 


Apply by letter to Don A. Tibbenham 


TIBBENHAM PUBLICITY LTD. 


Incorporated Practitioners in Advertising 
244 High Holborn, W.C.! 


(This advertisement is issued in association with Willsmore & 
Tibbenham (Norwich) Ltd.) 


INTERESTING 
WORK 


for 


(|) Commercial Artist experienced 
all-round man, high standard of finished 
work and lettering essential. 


(2) Lettering Artist able to produce 
firse class finished work and block 
drawings for Packaging, Showcards, etc. 


(3) Display and Exhibition Desi 
experienced man able to carry out 
colour visuals, working drawings and 
specs. 

The above vacancies offer permanent 


positions for keen Assistants with full 
appreciation of contemporary design. 


For appointment phone Miss Hunt, 
clo W. M. de Majo FLA 68/6. 


COLOUR RETOUCHERS wanted for 


expansion of colour section. Vacan- 
cies for Senior Artists and improvers. 
Good wages, bonus and superannua- 
tion schemes. Write or telephone for 
appointment to Art Director, Studio 
Irwin Led., 118 =e. Lane, 
jensen, W.C.2. HAncery 
41. 


ASSISTANT wanted in Publicity De- 


artment of Scientific Instrument 
akers (North London). Must be 
able to write clear, simple English 
and be able to co-operate with tech- 
nical staff. Knowledge of Physics an 
advantage but not essential. Ability 
to deal with catalogue and advertise- 
ment a “rer and general all-round 
duties in rw department. 
Salary up to > £400 p. according to 
ability and pnme o "Five day week, 
superannuation, canteen. Please apply, 
stating age and experience, to 
Box 9446 Ad. Weekly 180 Pleet St EC4 


POSTER SITES REQUIRED. Man 


with ability to seek and negotiate 
new Poster Advertising Sites in 
and around London, wanted by 
progressive outdoor advertising firm. 
Good salary and expenses. Permanent 
ae for right man. Reply 

ox 9490 Ad. Weekly 180 Fleet St BC4 


ARTIST WANTED (perhaps early twen- 


ties) for Publicity Department of large 
engineering concern, North Man- 
chester, for work on literature, press 
advertisements, pecerenons. 
experience desirable. 

Box 9542 Ad. Weekly 180 50 Fleet St BC4 


Excellent opportunity for 


YOUNG ARTIST 
(FEMALE) 


to work in South West London 
Studio of large advertiser. 


Ability required in lettering and 
layout, knowledge of Masseeley 
Operation an advantage. 
Write, giving full details of age, 
experience (no samples of work 
at this stage) to 

Box $428 


postage, | 
is on seven ween — MUST aE ‘PREPAID. Address “* Advertiser's — 
E.CA. CHAncery 8844 (Ex. 25). | 


DecempBer 9, 1954 


PUBLICITY 
has vacancy for another 


LAYOUT MAN 


Agency trained and capable 
of producing slick presen- 
tation roughs, with reason- 
able figure interpretation, 
for National Press Cam- 
paigns and other publicity 
material. Must have sound 
knowledge of typography. 
Pension scheme. 

Write, giving age, ex- 
perience and salary re- 
quired, to The Publicity 
Production Manager, 
George Newnes, Ltd., 
Tower House, South- 
ampton Street, Strand, 
London, W.C.2. 


JUNIOR LETTERING ARTIST re- 


quired for studio of advertising agents 
in S.W. London. at gk for 
rogress. Five-day week. Wri 
m 9495 Ad. Weekly 180 Fleet se EC4 


SPACE SALESMAN required, with 


sound experience on Technical 
Journals. is is an appointment 
with prospects Salary, commission, 
expenses and superannuation, Appli- 
cants must supply full details of past 
experience when applying. 

Box 9494 Au. Weekly 180 Fleet St BC4 


ASSISTANT required for Publicity 


Department of well-known electrical 
instrument manufacturers in West 
London area. He will be required 
ey for the collection of data 

el gs om of technical catalogues. 
and stati age, salary required, 
om ws < education and experi- 


Box 9491 Ad. Weekly 180 Fleet St BC4 


ARTISTS with Photographic technique 


required for Covers of Pocket Books, 
Westerns, Detective. First-class ability 
in figure drawing, colour, action and 
a high degree of finish considered 
Write, with samples, Panther Books, 
30 Lancelot Place, S.W.7. 


ADVERTIINOG LTD. 


have a vacancy for another 


LAYOUT 
MAN 


He must be experienced in National 
Advertising, have a versatile sense of 
design, embracing a keen understand- 
ing of lettering and typography and the 


Advertiser's Weekly 180 Fleet St E74 
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APPOINTMENTS VACANT 


CITY OF BIRMINGHAM 
EDUCATION COMMITTEE 
College of Art and Crafts 


Principal: Meredith W. Hawes, 
A.R.C.A., N.R.D. 
Applications are invited for the 
post of Full-time Grade B 
Assistant Teacher of Typo- 
graphic Design. It is desirable 
that applicants should hold the full 
Technological Certificate of the 
City and Guilds of London Institute 
in Typographic Design or a similar 
qualification. Experience as a 
teacher would be an advantage. 
Salary will be in accordance with 
the Burnham Scale of Salaries for 
Teachers in Institutions of Further 
Education at present £525 by £25 
to £820 together with appropriate 
allowances in respect of approved 
industrial and teaching experience 
and training. The successful can- 
didate will be expected to take 

up duty as soon as possible. 
Form of application and further 
particulars of the post may be 
obtained from the Principal, 
College of Art and Crafts, Mar- 
garet Street, Birmingham, 3, on 
receipt of a stamped addressed 
foolscap envelope and must be 
returned not later than ten days 
after the appearance of this notice. 

E. L. Russell, Esq., 
Chief Education Officer. 

December, 1954. 


FIRST-CLASS ALLROUNDER _ re- 
quired for studio. Write, giving details 
and salary required. 

Box 9456 Ad. Weekly 180 Fleet St BC4 

OUTSTANDING OPPORTUNITY 
occurs for man with first class adver- 
tising experience and able to do own 
layouts to join the Business Forms 

partment of an _  old-established 
Enwush company Knowledge of 
office systems and equipment indus- 
try may be an advantage. Superan- 
nuation scheme and many other 
welfare benefits. Age 28/35. Send 
details of career to. date, salaries 
earned, etc., to Field Sales Manager. 
Box 9539 Ad. Weekly 180 Plest St EC4 

PHOTOGRAPHIC Retouching Artist re- 
quired for $.W. London Studio. 

Box 9541 Ad. Weekly 180 Fleet St BC4 

LAYOUT ARTIST (cither sex) capable 
of producing lively, quick selling 
roughs of General Merchandise for 
Store Advertising. Apply House of 
Fraser, Central Publicity Office, 
Sauchiehall Street, Glasgow, C.1 

FIGURE AND GENERAL ARTIST 
capable of producing high-class 


roughs from visuals and some ished 
work Interesting work. "Phone : 
HOL 1676 
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APPOINTMENTS VACANT 


Advertiser’s Weekly 


OPPORTUNITY FOR 
SENIOR ART SCHOOL 
STUDENT 


Leading London Advertising Agency is seeking a young 
successful Student with a good sense of design and an 
appreciation of lettering. Position offers scope to apply 
art training to the highly specialised commercial field, 
assisting experienced visualisers in the creation of cam- 
paigns for leading National advertisers, 

Write, giving brief details of training, any special aptitude 
for certain types of art, age, salary to 

Box 9533 


180 Fleet Street EC4 


AN IMMEDIATE OPENING occurs for 
intelligent Typist for Accounts De 
partment of important Advertising 
Agency. Accuracy and aptitude for 
figures essential. Agency experience 
an advantage. Interesting and pro- 
gressive position. Write, giving details 
of age, experience and salary required, 
to the Scopetary. Saward, Baker & 
Co., Ltd., 27 Chancery Lane, W.C.2. 


PRIVATE SECRETARY to Managing 
Director required in London by ad- 
vertising agency organisation. Experi- 
ence of advertising desirable but not 
essential. Only those with ability to 
carn at least £10 a week need apply 
High typing speed required. Reliable 
shorthand. Methodical, efficient 
worker able to operate under pressure. 
Apply, in strict confidence, stating 
age, Moe and salary required, to 
Box 9543 Ad. Weekly 180 Fleet St BC4 

ASSISTANT TO ACCOUNTS Executive 
required by steadily expanding Man- 
chester Ayency to assist in preparation 
of schedules, production and copy 
detail for National Accounts. Our 
staff know of this vacancy. Give 
details of experience, age and salary 
expected, to 
Box 9545 Ad. Weekly 180 Pleet St BC4 


YOUNG TYPGGRAPHER between 22- 
required for a progressive posi- 
tion in a first-class creative group. 
Applicant must be really interested 
ype and will handle typographical 
layouts and adaptations for both 
press and print. This is an oppor- 
tunity for a Young Typographer to 
become a Creative typographer. 
Starting salary £450-£500. Write, or 
telephone, Creative Manager, T. G. 
Scout. & Son, Ltd., Crown House, 
conor Regent Street, W.1. REGent 


BRITISH OVERSEAS 
AIRWAYS CORPORATION 


has a vacancy in its Advertising Branch 


PRODUCTION 
ASSISTANT 


with a good knowledge of production 
and printing methods. Experience of 
tabular work is desirable and candidates 
must have been used to working with 
extreme accuracy and careful attention 
to detail. The commencing salary for 
the post will be not less than £7 19s. Od. 
per week. Candidates (who should be 
about the age of 25) should submit appli - 
cations giving brief details of their 
qualifications and experience to Per- 
sonnel Officer, Airways Terminal, 
Buckingham Palace , s.w.i 


not later than 20th December, 1954. 


PRODUCTION 
MANAGER 


required for medium 
sized Agency. The man 
we are looking for is 
a about 35. Must 
ave good general ex- 
a and sound 
owledge of print buying. 


Write giving full details 
and salary required to :— 
THE DIRECTOR 


T. G. Scott & Son Limited 
143-147 Regent Street W.1 


ADVERTISEMENT R sentative (age 
25-30) required for Trade Publishing 
House Excellent conpe for appli- 
cant of good speech and appearance, 
who is keen and willing to work. 
Write, giving details of age, experi- 
ence and salary required 
Box 9557 Ad. Weekly 180 Fleet St BC4 


ASSISTANT required for Publicity De- 
partment of large Engineering Con- 
tractors to the Fuel Industries. Know- 
ledge of publicity routine and the 
ability to write good English essential. 
Some engineering knowledge desirable 
Salary £400 to £500, according to age 
and experience. Apply. in writing, 
giving age, particulars of education, 
and experience, to the Personnel 
Officer (P.D.) Woodall-Duckham 
Construction Company Lid., 63-77 
Brompton Road, London, S.W.3. 


ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS | Is 
|______APPOINTMENTS VACANT. 


SALES PROMOTION 
DEPARTMENT 
REMINGTON RAND 
LIMITED, 


require keen young man to assist 
generally in the preparation of 
advertising literature and other 
Sales Promotion material. Typo- 
graphical knowledge, some ability 
to. visualise, prepare and mark-u 
layouts, and follow-through all 
stages to completed job desirable. 
Scope for some finished artwork. 
Salary according to ability. Plea- 
sant working conditions—Pension 
Scheme. Write giving full details, 
ose one, and ny to 1/19 New 
reet, London, W.C.!. 


RETOUCHING ARTIST (top grade) 


required by leading London Com- 
mercial Studio Outstanding oppor- 
tunity for man with at least five years’ 
experience in retouching for repro- 
duction. Write 

Box 9556 Ad ‘Weekiy 180 Fleet St BC4 


DESIGNER required, with ability to 


prepare three dimensional designs, 
colour visuals and accurate working 
drawings. Experience in exhibition 
stands and displays essential. Barrett 
Bros. (London) Ltd., Leyton Square, 
Peckham, London, 8.E.15 


DESIGN ARTIST required by London 


firm of educational publishers and 
inters for general design and 
mished work for litho reproduction 
Box 9552 Ad. Weekly 180 Fleet St BC4 


the Midlands a 


instance to : 


Wanted by a large and internationally known 


Group of Heavy Engineering Companies in 


Group 
Publicity Manager 


Applicants should have had wide experience 
in advertising Consultants or similar employ- 
ment. Commencing salary will be from £1,250 
to £1,500 per annum, depending upon age and 
experience, and the position will be permanent, 
progressive and pensionable. Write in the first 


Box 9558 
Advertiser's Weekly 180 Fleet Street EC4 


‘Phone your classifieds to CHA 8844 (Ex 25) 
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CLASSIFIED ADVERTISEMENTS 


LONDON AGENCY 
invites applications for 
the position of 


PRINT BUYER'S 
ASSISTANT 


A lively young man who is 
waiting for the chance to join 
an Agency and who has a 
good knowledge of print will 
get every opportunity to 
make progress in an ex- 
panding department. Write 
giving details of age and ex- 
perience to : 
Box 9631 
Advertiser's Weekly 180 Fleet St EC4 


WANTED, London, first-class Retoucher 
and general studio man 
Box 9546 Ad. Weekly 180 Pleet St BC4 
EXPERIENCED all-round Artist with 
creative ability required 
studio Write, stating experience, 
and selary required 
Box 9547 Ad. Weekly 180 Pleet St BC4 
SILK SCREEN S?ECIALIST required 


One able to cut screens and run de- 


partment unassisted Favourable 

terms to the right man 

Rox 9548 Ad. Weekly 180 Pleet St BC4 
COMMERCIAL ARTIST required 

thriving Hull Advertising Agency ; 

must be versatile, sound knowledge 


agency methods 
conditions 
Box 9554 Ad. Weekly 180 Fleet St BC4 


Excellent terms and 


for Agency, 


| 


APPOINTMENTS VACANT 


* The engagement of persons answering these advertisements mast 
steal Office of the wry BA of Labour or a Scheduled Employment 


FINE CHANCE FOR UP AND COMING 
VISUALISER 
WITH COPY SENSE 


Agency background an advantage. Responsible and 
highly interesting post with great scope for initiative. 
Write or phone for appointment to Managing Director, 
IRWIN LIMITED 
118 Chancery Lane, W.C.2. Chancery 4141. 


STUDIO 


BRITISH CELANESE LIMITED re- 


quire a Layout Artist for their London 
studios, Capable of producing 
finished roughs for press ads., book- 
lets and general sales promotion 
material. Applicants aged about 23/26 


with 2/3 years’ experience should 
apply, giving full — of career 
to the Personnel anager, British 
Celanese Limited, Ir. Hanover 
Square, London, Ww, quoting Ref 
1078. 
PRODUCTION. Leading West End 


Agency requires Assistant experienced 
in production and general adminis- 
tration on National Accounts. Know- 
ledge of space an advantage Con- 
enial conditions. Canteen available. 
rite details of age, experience, and 
salary required, to 
Box 9551 Ad. Weekly 180 Pleet St BC4 


career, 


LONDON 


How long have you 
been writing copy ? 


If you are a young man who has been 
writing copy for about two years— 

and writing it well—there may be a job 
for you with the London Press Exchange. 
Write to the Creative Director, giving 


details of yourself and your advertising 


PRESS EXCHANGE LTD. 


110 ST. MARTIN’S LANE, WC2 


ADVERTISING AGENCY (West End) 
requires Assistant in Poster and Film 
Advertising department Experience 
of typing, figures and keeping recor Js 
essential S/H an advantage 5-day 
week Salary according to qualifica- 
tions. Send career details to, 

Box 9549 Ad. Weekly 180 Pleet St BC4 

CAPABLE Exhibition and Display 
Work Manager required. Sound all- 
round and capable = costing and 
supervising sta Wri 
Box 9561 Ad. Weekly 180 Fleet St BC4 


IF YOU ARE A YOUNG MAN 


with some Art training and 
a little Commercial experi- 
ence, an opportunity to 
develop your abilities is 
offered by a national adver- 


tiser. Write: 
Box 9529 
Advertiser's Weekly 180 Fleet St —C4 
JUNIOR SHORTHAND TYPIST, 
female, required for Advertising De- 
artment in London Office. Able to 
— day books, no figures. Written 


application to Portsmouth & Sunder- 
land Newspapers, Lid., 85 Ficet St.. 
London, E.C.4 
PRODUCTION 
End Agency 
production 


ASSISTANT for West 
Some knowledge of 

routine, ability to carry 

out rough adaptstions an asset 

Write, giving full details of experi- 

ence and salary required, to 

Box 9555 Ad. Weekly 180 Fleet St BC4 


im APPOINTMENTS VACANT 


DecemBer 9, 1954 


SPACE SALESMAN. 


EXPERIENCED 


PRITCHARD 
woopD 


REQUIRE AN 


Experienced 
Production 
Man 


to control busy 
Mechanical Production 
Group handling 


National Accounts 


Please apply in 
writing giving full 
particulars and 
salary to : 

H.C. CAFFIN 


F. C. Pritchard Wood 
& Partners, Ltd. 
25 Savile Row, W.!. 


Energetic man 
in Midlands) by 


required (centred 
handle two 


London Publishers, to 
annuals and monthly periodicals. 
Previous © selling experience 
essential. 300d salary and commis- 
sion to man of ability. Interview ex- 
penses paid. Write, giving full details, 
to Rowse Muir Publications, 3 Percy 
Street, W.1 

Production Staff 
wanted by West End advertising 
agency 


Box 9550 Ad. Weekly 180 Fleet St BC4 


COMMERCIAL ARTIST for t of 


Manager (rising to directorship) to 
new studio subsidiary a a 


pote. inting company 
9394 Ad. Weekly 180 Flex 4 EC4 


Expanding 
Fleet Street Agency 


requires fully-trained 


ACCOUNT 
EXECUTIVE 


for administrative work. 


Creative ability not essen- 
tial. Write giving age, ex- 


perience and salary required 


Box 9530 
Advertiser's Weekly 180 Fleet St EC4 


FIGURE ARTISTS! 


Do you consider yourself 
among the very few really 
first class figure artists in 
London (or the Provinces) ? 


if so, we are anxious to meet 
you, with a view to offering 
you a well paid position in our 
Studio, or to act as your agent. 


phone or write 

N. BANNISTER, 

Hawke Studios Ltd. 
22CheniesSt.,London,W.C.1 
wUSeum : 7441 & U8! 


. and let's talk it over | | 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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DecemBer 9; 1954 


CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANT 


699 


Streets 
HAVE A VACANCY FOR ANOTHER 


T ypographer 


If you are 25 years old or thereabouts and can point to 
some years of agency experience; if with thorough 
knowledge of type you combine layout sense ; if you 
do not think adaptations beneath you and realise that 
every one must be designed—write or ‘phone : 


THE CHIEF TYPOGRAPHER, G. STREET 4&4 CO., LTD., 
110 OLD BROAD STREET, LONDON, EC 2. 


ticularly 
control 


section. 
Interest 


ferred 
ora. 
x 


CLASSIFIED ADVERTISING. Young 
lady, thoroughly poe in deal- 
ing with this type o' 


Street Agency. Write, 
Box 9544 Ad. Weekly 180 Fleet St BC4 
MASS-OBSERVATION: market research | 


advertising ; par- 
car sales, required to take sales promotion experience 
of this section in a Fleet 


eering company in London 


Research officer required 
in qualitative approach pre- 
State experience, salary re- 
7 Kensington Church Court, 


luncheon vouchers. Reply 


PUBLICITY DEPARTMENT. 


SALES EXECUTIVE required by by The English Electric Company 
Exhibition & Display ‘ontractors capable of preparing rough layouts 
Must be prepared to, and be capable for technical sales literature and ne- 
of, supervising orders from design to gotiating its production through all 
invoicing stage Salary £650 per stages Please apply to Assistant 
annum plus generous commission and Publicity Manager, The 
out of wre expenses. Apply. Electric Co., Litd., Foregate Street 
Box 9573 Ad. Weekly 180 Fleet St BC4 


INTERESTING opportunity for ad- 
vancement for young man age up 
35 years who has had advertising and 

is 

now ready to work closely with Sales 

Manager of well-known light engin- 


to 


Com- 
mencing salary £550/600 per annum 
Non-contributory pension scheme and 


y, to 
Box 9560 Ad. Weekly 180 Fleet St BC4 


Due to 
expansion a young man is required 


English 
Offices, Stafford, quoting Ref. 1362C 


The scene is a rapidly expanding agency at the 
business end of Fleet Street — an agency that 
knows the value of truly creative copy-writing, 
and looks kindly upon those that can produce 
it. The time is as near to the present as is 
humanly possible. The place is Gordon and 
Gotch Advertising Ltd... . 


ENTER TWO 
COPY -WRITERS 


(BEARING SPECIMENS) 


The characters in question are around 25, highly 
ambitious, bubbling over with bright ideas — 
and fresh from at least two years’ agency 
experience. And the subsequent action is — but 
why not come along and find out for yourself ? 


If you are a first-class creative copy-writer 
intent on getting to the top, and getting there 
fast, we can promise you that the subsequent 
action will be pleasant—and profitable. Phone 
the copy chief at CENTRAL 4030 for an 
appointment. 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


GROUP 
ART 


DIRECTOR 


A most important vacancy for which 


we are prepared to pay a top salary 


to the right person. 


We are looking for a man who by 
working on big hard-selling consumer 
accounts has gained the experience 
which, coupled with his ideas, enables 
him to produce work which this type 


of advertising demands. 


The successful applicant would be 


required to start early in the New Year. 


Telephone GERRARD 8646 or write 


for an appointment to :— 


THE ART DIRECTOR 
Cc. J. LYTLE (ADVERTISING) LTD. 
2, 3-4, DEAN STREET, W.1. 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS 


WAKEFIELD 


ADVERTISING 
require further 


LAYOUT 
MEN 


and 
GENERAL 
ARTISTS 


Write stating experience, age, 
salary, etc. in confidence to 
Managing Director 


Sttustions Vacant ; 


APPOINTMENTS VACANT 


1952."" 


* The engagement of persons answering these advertisements must 

be made through a Local Office of the Ministry of Labour or a Scheduled Employment 

if the applicant is a man aged 18-64 inclusive or » woman aged 18-59 inclusive 

oe Ge, Ge enepaes, le case from the provisions of the 
Notification of Vacancies 


DecempBer 9, 1954 


APPOINTMENTS VACANT 


THE EASTERN GAS BOARD 


(Watford Division) 


HAVE TWO VACANCIES 
IN THEIR PUBLICITY DEPARTMENT AT WATFORD 


(1) Young man with agency or advertising department experience to work 
on a variety of interesting activities. He must be able to work with a 
minimum of supervision and an essential qualification is experience in the 
handling of letterpress printing—quotations, ordering (including blocks 
and typesetting), proofs, progressing to delivery dates. Commencing 
salary £500—4 per annum according to qualifications and experience. 

(2) Arcist with modern style required. Rough visuals, finished lay-outs and 
some drawings for reproduction for press advertisements and 
—< matter for a wide range of modern domestic appliances. Good 

tering desirable. Experience of similar work and knowledge of the 
mechanical crc requirements for two and three r line 
work essentia 


Cc. P. WAKEFIELD LTD. 


152/3, Fleet Street, E.C.4. 


Wakefield House, 


EXCEPTIONAL opportunity occurs for 
Assistant to advertising manager of 
major South Yorkshire engineering 
company, Aged 24/28; he should be 
experienced in the production of tech- 
nical literature and press advertising 


agents. Knowledge of exhibition work 
and 
Non-contributory pension scheme 
Write, ment, Write, in confidence 
Box 9563 Ad. Wegkly 180 Fleet St BC4 | 
ENTERPRISING, lively young man or 
woman, good presence, to train as 
Assistant Advertisement Manager, | 
weekly trade journal, Basic salary to 
start, £8 10s. State age, experience 
dif an 
Box 9868 Ad. Weekly 180 Pieet St BC4 


Clarendon Road, Watfor 


The post also offers the o 
showroom displays. Commencing 


Staff canteen. Pension scheme. 


rtunity to design for silk screen and 
lary not less than £400 per annum. 


Generous holiday and sick pay allowances 
after one year’s service. VWVrite with details of age, education, experience 

and, in the case of the artist, with two printed specimens (returnable) to 
General Manager, Eastern Gas Boa 


atford Division, Radiant House, 


SENIOR 
TYPOGRAPHERS 
WANTED 


We have vacancies for 
additional experienced 
Typographers to work on 
interesting consumer ac- 
counts. 

Liberal salaries will be 
paid to the right men. 


Teleph for an appoi 
GERRARD 8646 
THE ART DIRECTOR 
C. J. LYTLE (Advertising) LTD. 
2-3-4 DEAN STREET, W.! 


— day and night 
conjunction with the company’s 


film production an advantage 


WINDOW DRESSER wanted 


an. Write full details, to 


more drive, ambition and wish 


ASSISTANT for Sales so of pro- 
concern. 


to 


progress to departmental manage- 


Box 9562 Ad. Weekly 180 Fleet St BC4 


for 


striking range of portable power tools. 
Experience of ironmongery and tool 
merchants an advantage. Attractive 
proposkies for a young energetic 


Box 9571 Ad. Weekly 180 Pleet St EC4 


EXECUTIVE Appointments 


An expanding London Agency will shortly 
require executives for work on an important 
national account embracing several groups 
of products :— 


2 ACCOUNT EXECUTIVES 


At least five years’ experience of planning and controlling 
national consumer campaigns is essential. One of these 
appointments will require, in addition, experience of 
market research. 


MERCHANDISING EXECUTIVE 


Essential qualifications include experience of planning 
advertising, promotion and distribution policy. 


COPYWRITER 


A man with ideas and some years’ experience of writing 
for national consumer campaigns. 

Every application will be considered in strict confidence. 
Our staff have been informed of these appointments. 
Please write, giving full details of age, experience, quali- 
fications and present salary to : 


The Managing Director 
Box 9536 
Advertiser’s Weekly 180 Fleet Street EC4 


THE COAL UTILISATION COUNCIL 


has a vacancy for a Display Officer to 


necessary. ‘Young man (not enver their London, Southern and 
afraid of extra evening work) with South Eastern Regions. He will be re- 
some commercial experience, but wired to advise coal and appliance 


istributors on showroom and window 
displays at exhibitions. Only men 
with real creative ability, display ex- 
perience and able to prepare their 
own finished drawings will be con- 
sidered. Commencing salary £600 
per annum; contributory pension 
scheme. Write, with full details, to 
the Publicity Officer, C.U.C., 
Upper Belgrave Street, S.W.1 
AIRBRUSH Retouching Artist wanted. 
a Studios Ltd., 28 Kingsway, 


SPACE SALESMAN required for 
“Weekly Film News." Please phone 
CEN 3710 


THERE is a vacancy for a layout man 


with typographical experience, in the 
London publicity department of large 
national advertiser The position is 
permanent and pensionable. Write, 
giving particulars of age and experi- 
ence, to 
Box 9564 Ad. Weekly 180 Fleet St BC4 
DISPLAY WRITER. Quick accurate 
worker. Highest wages. London 


only. 
Box 9569 Ad. Weekly 180 Fleet St EC4 


A VACANCY occurs in progressive 
West End agency for capable Voucher 
Clerk (either sex). ive-day week. 
Write, stating age, experience and 
salary required, to 


Box 9567 Ad. Weekly 180 Fleet St EC4 


SILK SCREEN VACANCIES. (a) 


Expert Cutter. (b) Layout Artist. 
Highest wages. London only. 
Box 9568 Ad. Weekly 180 Pleet St EC4 


SECRETARY SHORTHAND TYPIST 


for Publishers’ Advertisement Depart- 
ment. Victoria. Opportunity. 
Box 9570 Ad. Weekly 180 Fleet St BC4 


LAYOUT 
ARTIST 


age about 24-32 years, required by 
Scientific Instrument Manufacturers in 
their Publicity Department situated 
Leyton, E.10. Essential qualifications 
are good creative ability, sound phe pare | 
knowledge of sypserephy. end 
experience in the handling of technical 
subjects. 

The successful applicant will find this an 
interesting and progressive post which 
is pensionable and subject to other staff 
conditions. 

Write (without specimens), stating age, 
experience and salary required to 


Box 9487 
Advertiser's Weekly 180 Fleet St €C4 


MANAGER of Market Research De- 


partment required in London by ad- 
vertising agency organisation. Must 
have had agency experience. Prefer- 
ably under 45 Experience of com- 
mittee work desirable but not essen- 
tial. Only those applicants chosen for 
interview will receive acknowledgment. 
Apply in strict confidence stating age, 
experience and salary required, to 

Box 9572 Ad. Weekly 180 Fleet St BC4 


YOUNG MAN 
(or Woman) 


keen on Advertising required for 
training as Assistant Advertising 
Manager to large Engineering Firm 
Sidcup, Kent area. Must be keen 
on layout work (visuals only) and 
have General Certificate of Educa- 
tion or equivalent. Knowledge of 
German and previous layout ex- 
perience an advantage but not 
essential, Salary in the scale £500 
£750 according to experience. 
Write to Box No. 2902 c/o 
White's Led., 72/78, Fleet St., 
£.C4 


DEPUTY 
SPACE 
BUYER 


An opportunity for usin 
media experience — 
agency training in a busy 

edia Department. Appli- 
cants must be prepared to 
take responsibility, work 
— and accurately. 

onus and Pension 
Schemes. Write stating 
age, full details of experi- 
ence and salary required 
to: 


Staff Applications, 
S. C. Peacock Limited, 
21 Leigh Street, 
Liverpool. 


‘Phone your classifieds to CHA 8844 (Ex 25) 
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Decemper 9, 1954 


ii 


ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS 


A LAYOUT 


is required in the Advertising 
Department of Steel 
Company Limited, Refrigeration 
Division at Cowley, Oxford. 
The post calls for a high standard 
of layout work, in connection with 
leaflets point-of-sale aids, and a 
House Organ, plus a sound 
knowledge of production tech- 
niques. 

The work is interesting and varied, 
and carries with it the opportunity 
of advancement. 

Apply by letter, giving details of 
age, experience and salary re- 
quired to the 


ADVERTISING MANAGER. 
REFRIGERATION DIVISION, 
PRESSED STEEL COMPANY 
LIMITED, COWLEY, OXFORD 


ARTIST 


PUBLICITY CLERK required by export 

manufacturers. 
able to express 
himself on paper and have some flair 


division 


Must 


of leading 
be intelligent, 


APPOINTMENTS VACANT 


APPOINTMENTS WANTED 


ALFRED BATES & SON LTD. 


have vacancies for 


Young ARTIST 


An opportunity exists for a 
young artist, male or female, 
to gain agency experience as a 
make-up artist. Lettering an 
advantage, but not essential. 


Assistant 
LINE PRINTER 


with experience of Grant 
Projection operating. 


Write or phone for appointment 
STUDIO MANAGER 


ALFRED BATES & SON LTD. 


LOOKING FOR SOMEONE 
WITH 
T.V., FILM and AGENCY 
KNOW - HOW? 


1 am a film producer/writer director 
with a very considerable list of credits 
on feature, documentary and advertising 
films. Two of my recent productions 
have achieved Edinburgh Festival 
showings and international acclaim. 

| have worked in T.V., radio and film 
both in Britain and America—and in 
other parts of the world. 

| am a writer of fiction and journalism 
and a regular contributor to a leading 
British weekly. 

Before transferring my affections to 
films, | was an agency man. | entered 
advertising as a junior artist and left it 
when chief copywriter at a top London 
agency. ! am still in my thirties. 

| now wish to apply this experience to 
a senior position with a programme 


es 


ADVERTISEMENT MANAGEMENT 


of responsible journal 
required by active, experienced repre- 
sentative at present successfully engaged 
on important National Publication. 
Full details from 
BOX 9559 
Advertiser's Weekly 180 Fleet Se EC4 


YOUNG MAN (26) seeks change. Ad- 
vertisement department experience, 12 
months trade paper, 2 years national 
weekly Past years assistant to 
works manager of printing ink manu- 
facturers, carning £500 per annum. 

: Good knowledge advertising and 


ae 
Box 9582 Ad. Weekly 180 Pleet St BC4 


BUSINESS OPPORTUNITIES 


PROPORTIONAL INSTRUMENTS 
now bring you two new set uares 
and @ parallel rule. Write for ails 
to 14 St. James Street, Brighton 

COMPANY circulating catalogue to 
30,000 addresses in agricultural field 
early January would consider inclu- 
sion of advertisers’ own leaflet oF 
Box 9583 Ad. Weekly 180 Fleet St BC4 


{oF Ae Mooraphy, commerciai | | 130 FLEET STREET, E.C.4 ee eee ee ADVERTISING COMPANY or travel 
art and/or journalism advantageous. CENTRAL 8831 eee Box 9534 agency. with - hee eet Full 
Age 24-30. Reply to Advertiser's Weekly 180 Fleet St €¢4 ame pring share caghal, sesign- 


able loans, net assets and agreed tax 


losses to, 
Box 9584 Ad. Weekly 180 Fleet St BC4 


THE BRITISH DRUG HOUSES LTD. 
has an opening for a visualiser with 


AN EXPERIENCED JUNIOR ARTIST 


Box 9592 Ad. Weekly 180 Fleet St BC4 | 


| | seeks ogressive studio position, 
H NG | the ability to apply 4 = and dis- Box 9575 Ad. Weekly 180 Fleet St BC4 
RETOUCHI | Griminating mind to the preparation | PRODUCTION MANAGER, buy | MAamee Galea ales) 
and press advertisements. Experience ovincial agency, wishes return to 
ARTIST of print production processes is de- ondon. Experienced, capable Free-Lance Creative Group can now 
sirable and an interest in display businessman ondon agency or as accept limited ber of « ist 
would be an additional recommen- Lo nye Be aD pro- for each or all of the following 
iti i | > i ‘edentiais 
For West End Studio, preferably gee oan he a -—te | x 9576 Ad. Weekly 180 Fleet St BC4 IDEAS/COPY/LAYOUTS/ 
with previous experience of Manager. GMG/LNB, Graham Street, | WANTED, Agency with an opening for | ARTWORK/BLOCKS 
Engineering subjects. Top salary London, N.1, a trainee ——— ees. a Briefing by pest, phone or our personal 
service complete ec is Oo | | representatives. 
and ideal conditions. 9—5.30 oéucstion. slert and reliable. Box 9538 
Monday to Friday. Full par- |; BE SEee AS. Sonny 109 Tiest St BOS |S Sees ae 
alee, y i PRODUCTION “HAND PICKED” SECRETARIES ¥ 100 Fest St 664 


Box 9586 
Advertiser's Weekly 180 Fleet St EC4 


ASSISTANT 


Well established agency has 


P per y = 
production assistant on group of varied 


available. The Wigmore Agency, 67 
Wigmore St., W.1. HUNter 9951/2/3. 


EXPORT SALES MANAGER, available 


shortly ; 15 years’ continuous top-level 


. capable 
of developing and controlling A 


EXPERIENCED FASHION ARTIST 
Press and colour reproduction ——-Mrs. 
Reed, 27 Fairmile Avenue, Streatham. 
STR 2377. 


vacancy for experience export trade and wide per- TECHNICAL ARTISTS addit j 
keen, energetic mg man of good sonal knowledge of most world — : seek ions 
ducation and plessant lie, markets. Good connections, work, Experienced creative, layout, 


copy, lettering, retouching. ‘or ser. 


o> vices phone AT 3608 
accounts. To a rson of sound scale export advertising and sales pro- 
SALES MANAGER and | ~ bility there is motion Good administrator, vith PROBLEMS WANTED by Preciance 
| | real scope for ad in a ph | wide knowledge of Pharmaceutical, i or pn man, artwork and 
required by Manufacturer of Hearing | | | organisation. Write in first instance Toilet, Cosmetic and Hair prepara- oduction i ~raecwand F 
Aids and Acoustic products with high | | | stating age, qualifications and | tions industry 9470 Ad. Weekly 180 Fleet St BC4 
reputation and first-class distribution | | | required. | Box 9577 Ad. Weekly 180 Pleet St BC4 


and manufacturing facilities. Applicants 
should be aged 30-35 and have a 
successful record of sales development. 


Box 9339 
Advertiser's Weekly 180 Fleet St EC4 


PUBLIC RELATIONS appointment re- 


quired by Economics graduate, age 
27, with some experience sales man- 


LAYOUT ARTIST ; . 
2g 4-4-3737 +3 


9178 Ad. Weekly 180 Ples & BC4 


| agement and advertisi 

Salary £1,250-£1,500 per annum."| Con- | | Box 9578 Ad. Weekly 180 Fleet St BC4 | 

tributory Pension Scheme. Write in | 4 GOOD LETTERING ARTIST re- ADVERTISER, wide experience com- | PRINTERS 
confidence stating age, experience, and Fg for small West End studio. | mercial and radio organisation, 

education to Box AW 627, c/o 191, | x 9566 Ad. Weekly 180 Pleet St BC4 


Gresham House, E.C.2. 


A CAPABLE energetic Assistant re- 

queet by well-known London Out- | . SALES PROMOTION MANAGER of WORK 

‘oor Advertising Contractors. Must be | | fF & top-flighter, Wedo havea pro- | | leading Periodical House seeks 

fully conversant with billposting sites | | sressive opening for a trained young | | managerial post. Brilliant organiser. Exquisitely produced 
and Town Planning Regulations, etc. | | "2 who has che makings of one. | Box 9580 Ad. Weekly 180 Fleet St BC4 ARNOTT 

Every tunity for advancement. | if you want to work in the versatile Art NO GENTUS—Just a keen young man PRODUCTIONS 


Write giving brief details of experi- 
ence and salar 


required. 
Box 9540 Ad. 


eekly 180 Fleet St BC4 


STORE & TEXTILE 


We are not looking 


ment of a go-ahead West End 
ee organisation and heip to 
uce 


porary print aga 
folders, books, etc.—send full details of 


your age and experience to 
Box 9635 
Advertiser's Weekly 180 Fleet St EC4 


pre- 


wishes contact firms interested spon- 


sored television. Full details 
reques' 


quest 
Box 9579 Ad. Weekly 180 Pleet St BC4 


on 


(22) seeking agency post with pros- 
ts. 
Box 9581 Ad. Weekly 180 Pleet St BC4 


‘TELEVISION 


COLOUR 


SUN ST., HITCHIN. Tei. 300 


FOX PRINTING PRESS have installed 
three of the famous Heidelber 
Cylinders in their new extension ont 
are now in 4 position to undertake 
another established monthly or weekly, 


| 9 pear 7 a to Fos 
ing Press “ 

ADVERTISING CONSULTANT bank, Road, South | Weodtord. 

EXPERIENCED Services of well-known Producer- 

Large London Advertising Agency has } ’ 

cane ter o yout ean, & praduction MANAGER LANCE TY CONSULTANT co Adver: ACCOMMODATION 

ee ee ee tising Agency or Advertiser. inter- ROOM(S) required by free | 

Some experience, preferably in retail for Poster Advertising Company in national experience, cinema-theatre- Londen y free lance. Central 


advertising, essential. Write stating 
age and experience—no original cesti- 
monials—to 


Midlands progressive post. Applicant 
must be capable of controlling Book- 


radio, and now engaged in Prod 
of TY Commercials and closed circuit 
TV work. Full backing of own Pro- 


Box 9523 Ad Weekly 180 Pleet St BC4 
OPPORTUNITY for Pree Lance Artist. 


. : to let in Pleet St. ‘xe 
a ‘snsieapimmeanaal duction facilities and studios. light, telephone, cleaning, ting. 
rer line, Lucida, work available. per 


Advertiser's Weekly 180 Fleet St EC4 


Box $489 
Advertiser's Weekly 180 Fleet St €C4 


Box 9637 
Advertiser's Weekly 180 Fleet St E04 


‘Phone your classifieds to CHA 8844 (Ex 25) 


week inclusive. 
Box 9587 Ad. Weekly 180 Pleet St BCA 
@ Continued on page 695 
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ADVERTISER'S WEEKLY 


Advertiser's 
Weekly 


REGISTERED 
T G.P.O. AS A 
NEWSPAPER 


FACTS 


The Journal of Manag 


of the regular subscribers to Business are Top 
Executives in British Industry and Commerce; 


91% 

12% 

21% 
13°7% 


These and other unassailable facts are given in ‘* This is Your 
Market "—a Survey of BUSINESS Readership now published 
and available. Send for your free copy now. In it you will 


find proof that, if you sell to Industry and Commerce, BUSINESS 
is YOUR Market. 


Reach BIG Business 
through 


Business 


The Journal of Management in Industry 


of the total readership are in control of Indus- 
trial enterprises of all types ; 


further direct great transport, import/export 
and commercial undertakings ; 


of Business subscribers control firms having 
over 1,000 employees. 


Business Publications Ltd., 180 Fleet St., London, E.C.4 Tel. CHAncery 8844 — 


ot Wale ofc os an Seka t, Lond ECA4 
Printed in England by St. Clements Press Lid., Portugal x. wet, 


Published by the Proprietors, 
Yecember 9, 


BUSINESS PUBLICATIONS Lid.. 
1954 


London, 


S55/- (overseas) 


STOP PRESS 


THOMSON TC APPLY 
FOR TV CONTRACT 


Roy Thomson, chairman, Scots- 
man Publications Ltd., to apply to 
the ITA for programme contract in 
Scotland. He has already formed 
a group to act for him. ir. Thom- 
son has stated that he believes a 
Scottish station “will be operating 
in January, 1956.” 


Derick Williams Productions Ltd. 


commercials will be centred at their 
Marylebone studios, in Marylebone 
Road, where a two-stage studio is 
undergoing extensive re-designing 
and equipping. 


Manchester Publicity 

tion’s Christmas lunch will take 
place at the Cafe Royal next Wed- 
nesday, December 15, at —_ p=, 
Among the guests will be the Lord 
Mayor. There will be usual Christ- 
mas draw for NABS, for which 
members of the council have pre- 
sented gifts. 


Lid. have been appointed to Scot- 
tish Milk Marketing Board and 
to the Company of Scottish Cheese 


| Makers Ltd 


Sewing Week next year is to begin 
on March 5. 


Exhibitors in 1954 Scottish Indus- 
tries Exhibition have 
ness done to be “in excess of £10 
million.” Over 500 publications r2- 
ported the Exhibition. 


Plans for new building in 


(Phone “yeammend 8844.) 
wc 
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